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ANOTHER NEW COLOR TUBE 
showed up—in England this 
time—at the Sylvania-Thorn 
Color Television Laboratories at 
Enfield in Middlesex. Dubbed 


the Zebra tube, the single gun 
unit uses phosphor stripes on the 
tube screen to generate three 
primary colors by indexing a 
single gun electron beam. Tech- 
nically, closest U. S. tube to this 
model is the Philco Apple. 
Screens of the current experi- 
mental 14- and 21-inch Zebra 
tubes contain 1,100 vertical 
stripes of alternate red, green 
and blue phosphors activated by 
the single beam. The Zebra tube 
is fully compatible with mono- 
chrome transmissions and is 
adaptable to the NTSC trans- 
mission system. 
Sylvania-Thorn is aiming to 
produce a receiver using this 
tube for about $350, but this is 
still’in the future. Current com- 
parisons show that present color 
receiver cost using the Zebra 
tube equals that for the RCA or 
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YOUR GREATEST ASSET IS OUR QUALITY PERFORMANCE! 


CICK... 


and it sets 
the heat to 
match the 
moisture! 
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The year’s top dryer sales story is yours! Tell it right . . . tell 
it hard and often and you'll uncover plenty of prospects for these 
top-of-the-line dryers. They’re loaded with features your sales- 
“men can sell: Modulated-Heat* control, for example. New 
“kitten-quiet”” operation engineered into each model. Special 
“custom” drying with sensitive new Dryness Control. AUTO- 
MATIC, TIMED and AIR cycles. An automatic dampener, gentle 
Equa-Flow Tempered-Heat and built-in ultra-violet lamp. The 
emphasis is on performance and styling. In short, you have it 
made ... with the two top dryers that are easier to sell because 
they give you so much more to sell. Give your RCA WHIRLPOOL 
distributor a call today . . . let him tell you the full story on 
this super-salable dryer line! 
*Tmk. 








Join up! ... it’s easier to 
sell RCA WHIRLPOOL than sell against it! 
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shadow mask tube, despite lower Zebra tube 
costs. The reason: Increased circuitry required 
by the Zebra’s beam indexing system. Sylvania- 
Thorn is jointly owned by Thorn, an English 
manufacturer, and Sylvania Electric Products, 
Inc., a subsidiary of General Telephone and Elec- 
tronics Corp. 

Significantly, the Sylvania-Thorn lab is only 
one of three locations where intensive color re- 
search is being carried on in the huge corpora- 
tion. Sylvania’s own tube division at Seneca 
Falls is working on color and has kept abreast 
of the Zebra development. And more research 
is being conducted at General Tel’s labs in Bay- 
side, N. Y. B 


MORE TIME TO BATTLE UHF TV has been given indus- 


try officials by the FCC. Opponents of the FCC’s 
proposed expansion of UHF now have until 
Dec. 4 (instead of Oct. 2) to draw up their battle 
plans and offer their reactions. 

Initial industry reaction—led by EIA—was 
unfavorable. " 


WORRIED ABOUT THE $100 TV SET FROM JAPAN? Joe 


Friedman, president of TraVler Radio Corp., 
is one who’s not. That Japanese 19-inch portable 
is being wholesaled for $90, he claims. And if 


You And The Private Label 
—A Look Into The Future 


someone is willing to buy a TraVler package— 
$90 for one portable and $100 for a second— 
Friedman says he’ll sell them. ““We’re not wor- 
ried about Japanese competition this year,” 
thumped Friedman. “Maybe next year will be a 
different story.” TraVler is currently using 
Japanese components in its transistor radio line. 
“Where we can’t beat them, we join them,” 
Friedman said. ™ 


SPEED QUEEN has raised the base price of its new, 


enlarged, 1962 washer model A388, by about 
142%, according to Reg P. James, vice president- 
director of sales. The increase was caused by 
manufacturing costs. The enlarged unit’s ca- 
pacity, is now said to hold 20% to 30% more 
than most top-loading automatics. It has eight 
automatic cycles. Also, the new line has three 
matching dryers: Electric model 111; gas model 
139 (pilot light), and gas model 140 (electric 
ignition). No pound capacities were given on 
the washer or dryers. Size of the 26-inch dryer 
drums has not changed. ® 


JERROLD ELECTRONICS CORP., parent company of 


Harman-Kardon (hi-fi and FM stereo equip- 
ment), has purchased the Technical Appliance 
Corp. Taco makes commercial, industrial and 
military antennas, and the merger will give Jer- 
vold “fan excellent product mix” in both com- 
mercial and industrial electronics, according to 
Sidney Harman, president of Jerrold. * 


All this is part of the revolution 
going on at retail right now and if 
the trend continues, Friedman feels 
“Private label may be the only way 
for large discounters to make money.” 


TraVlier’s share of the private label 
business will continue to grow, Fried- 








The private label business is boom- 
ing and there’s no let-up in sight. 


For proof, look no farther than the 
success of the tiny TraVler Radio 
Corp. whose net sales have grown 
from $13 million in 1955 to nearly 
$20 million at the end of fiscal 1961. 
In the same period, the company’s 
private label business grew from 
1.4% of total sales to over 70% and 
should hit 75% before the year is 
over, according to Joe Friedman, 
president. 

The company hasn’t given up mer- 
chandising television sets, radios, 
phonographs and tape recorders under 
its own brand, but even here, Fried- 


man pointed out, the TraVler name 
is not much different from a private 
label which can be used discreetly— 
that’s Friedman’s word—by compa- 
nies not large enough to have their 
own brand. 


The size of the private label business 
today in consumer electronics—Sears, 
Roebuck and Montgomery Ward aren’t 
included here—ranges between $150 
and $200 million in factory sales, 
Friedman estimated for the New 
York Society of Security Analysts 
last week. And he figures private 
branding will increase anywhere from 
50% to 100% in the next two to 
three years. 


“Large dealers, discounters in par- 
ticular,” said Friedman, “are ap- 
proaching us more and more. It’s 
really difficult to estimate the total 
size of the private label business be- 
cause every day and every week 
someone else decides to go into it.” 


How the private label is used depends 
on the retailer. But Friedman point- 
ed out two basic approaches: (1) 
Use it as a traffic-creating promo- 
tional item, or (2) use it after low- 
margin national brands are adver- 
tised as leaders, so that customers 
can be switched to higher-margin, 
protected items; this method safe- 
guards mark-ups. 


How RCA Aids Local Colorcasting 


Basic faith at RCA: Color TV sets 
are sold by color programming. 

As part of RCA’s total corporate 
effort in this field, the NBC TV net- 
work has steadily increased the 
hours it devotes to color broadcast- 
ing. But RCA’s effort to boost color- 
casting hasn’t stopped there. 

RCA has been quietly working for 
the past three years—on independ- 
ents as well as network affiliates— 
to jack up the hours of colorcasting 
by local stations across the nation. 
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Here’s how the plan works: An RCA 
distributor will approach a station 
manager to go over the station’s 
local program schedule. RCA will 
check what live and film features 
are available in color and will offer 
assistance. 

Aid from RCA takes. various 
forms. The company may promote 
the station’s color shows through 
dealer advertising or actually pay 
the extra cost of color film prints 
(about $35—$40 more than black- 


and-white for a 30-minute feature). 

A deal is open to any station 
which has the necessary color equip- 
ment and really wants to push local 
colorcasting. So far about 60 to 70 
stations have accepted RCA aid; 
this year about 49 stations covering 
40 markets are doing their own color 
shows on a regular basis, RCA re- 
ports. 


The results have been impressive. 
As of March, RCA reported that 


man predicted. The company’s share 
now runs between 10% and 15% of 
the total private brand market and 
Friedman wants 20% to 25% as pri- 
vate label growth continues. 

The company’s three largest pri- 
vate label customers represent 40% 
of TraVler’s business, the largest 
single customer accounting 20% all 
by himself. But Friedman wasn’t 
naming names. 

“We don’t like to do that,” he said. 
“In some cases we have written 
agreements against releasing custom- 
er’s names.” But he did reveal that 
before the end of the year TraVler 
will begin producing fully transistor- 
ized auto radios for Sears, Roebuck. 


local stations are broadcasting 336 
hours of color per week on a regu- 
larly scheduled basis. This color- 
casting does not include any network 
shows, special events or sports. 
When RCA first started on this pro- 
gram, local stations were accounting 
for only i40 hours of regular pro- 
gramming (November, 1957). The 
growth has been steady, and prob- 
ably will continue. 

The network schedule, of course, 
is being steadily expanded at the 
same time, for the 1961-1962 season, 
NBC is planning more than 1,600 
hours of colorcasting, a 60% in- 
crease over last year. 
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STRAIGHT FROM 
WASHINGTON 


THE FUNCTIONAL DISCOUNT BILL HIT A SNAG the first 


time it came up in Congress. The two men who 
would enforce it—Federal Trade Commission 
Chairman Paul Rand Dixon and Justice Depart- 
ment antitrust chief Lee Loevinger—say in 
effect that it is virtually unenforceable. Their 
opposition (or, more accurately, lack of support) 
means almost impossible sledding for the bill 
in Congress—even next year. 

The measure is designed to protect small re- 
tailers. It would require manufacturers to sell 
to wholesalers and distributors at lower prices 
than they sell to retailers—the large retail chains 
who do their own direct buying. The price dif- 
ferential to the wholesaler must be large enough 
to permit the small retailer to compete on a price 
basis with the chain.. 

Dixon and Loevinger told Congress they see 
unsurmountable obstacles of enforcement. Dixon 
suggested that the bill might even hurt small 
retailers by forcing manufacturers to forsake 
them entirely in favor of a few large retail out- 
lets. He said the bill might be changed simply to 
make it unlawful for a seller to charge any price 
that might “substantially lessen competition or 
tend to create a monopoly.” & 


COMPLAINTS OF UNFAIR TRADE PRACTICES from 


small businessmen may get speedier action from 
now on. FTC and the Small Business Adminis- 
tration have reached agreement whereby such 
complaints may be filed with 59 SBA field offices 
throughout the nation. FTC has only 10 field 
offices, and complaints from businessmen often 
pile up on the desks of over-burdened FTC 
agents. 

SBA field offices will not process any of the 
complaints, merely speed them to the attention 
of FTC headquarters in Washington. 

FTC field offices will continue to process and 
investigate suspected antitrust or other business 
violations. 

SBA field offices also will distribute among 
businessmen a booklet, entitled, “Trade Regula- 
tions and Small Business,” which discusses the 
various laws regulating the competitive prac- 
tices of business. 8 


SBA HAS ANOTHER $20 MILLION TO LEND to small 


businessmen. But rumbles of discontent over the 
way the program has spread are being heard 
more and more in Congress. Sen. William E. 
Proxmire (D-Wis.), normally a liberal and ar- 
dent friend of small business, led the dissenters 
when the extra $20 million was authorized by 
Congress. He objected that SBA is setting a 
“dizzy” lending pace that will have to be curbed 
lest the government gain too big a foothold in 
business activities. 

A new look at the loan program will come next 
year. « 








Syracuse — The Market And The Dealers 


Syracuse, located in the heart of 
upstate New York, serves as the 
shopping place for 562,000 people 
Because of the diversity of its in- 
dustry, it is a fairly stable market. 
Carrier, General Motors, General 
Electric and Allied Chemical are a 
few of the major corporations that 
provide for Syracuse and the three 
counties it serves an average dispos- 
able annual income, per family, of 
about $7,000. Total consumer spend- 
ing last year was about $548 million 
of which, according to “Retail Sales 
Management” magazine, $19.8 mil- 
lion went for household furnishings 
and appliances. In addition to the 
employees of the big corporations 
located in and around Syracuse, there 
is a sizeable rural trade, an im- 
portant group of state and county 
office workers, and a steady stream 
of Canadian shoppers. 

While the suburbs have been boom- 
ing, downtown Syracuse is still an 
active part of the retailing picture. 
The established department stores 
and the high grade women’s apparel 
stores provide some of the pulling 
power, but the offices and a univer- 
sity with about 15,000 students keep 
the center of the city alive. 

Discount operators became a fac- 
tor in Syracuse about five years ago. 
There are all types there now and 
more on the way. However, most of 


the appliance business is being done 
by independent dealers and the de- 
partment stores. Sears, Roebuck, as 
usual, is taking a respectable share 
of the market. But neither Sears nor 
the discounters have taken the mar- 
ket away from the established ap- 
pliance dealer. Here’s a Who’s Who 
of some of the major dealers and the 
discounters they are selling against, 
working outward from the center of 
the city: 


Ra-Lin Inc. 


In 1954, with a capital of $2,000 
Bernard Radin and Herman Zeitlin 
began selling photographic equip- 
ment and processing film at discount 
prices. Since then they have moved 
twice and are now established in a 
cement block building not far from 
downtown Syracuse but off the beat- 
en path. Their volume today is about 
$1 million a year. Photographic sup- 
plies still are their bread and butter 
items, but they do a lot of business 
in housewares, jewelry and baby fur- 
niture. They carry all popular elec- 
tric housewares, but stock few major 
appliances. Most of their white 
goods, television sets and hi-fi equip- 
ment is sold from catalogs. In July, 
they reported that appliances, includ- 
ing housewares accounted for 25% 
of their volume. More recently, they 
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indicated that they might drop ma- 
jor appliances. The problems getting 
merchandise, service and low profit 
have caused them to lose interest. 


E. W. Edwards & Son 


Edwards is an old, highly respect- 
ed, family-owned department store 
on the main shopping street of Syra- 
cuse. It has one of the best reputa- 
tions for quality merchandise and 
good service in Syracuse. Its appli- 
ance department does not get the 
benefit of main store traffic because 
it is located across the street, but it 
gets a lot of traffic from Edwards’ 
free garage and toy department lo- 
cated in the same building. 

Edwards was not happy with the 
performance of its appliance depart- 
ment until a couple of years ago 
when it made several major changes: 
Most important was the reduction in 
the number of lines carried. 

“When we carried multiple lines, 
we found that we were left with a 
lot of merchandise at the end of the 
season,” said Joseph Dolinsky, de- 
partment manager, “and to move 
them we had to knock prices way 
down.” So they reduced their re- 
frigeration to Frigidaire, their TV 
to Zenith and RCA and their laundry 
to Frigidaire, Maytag and Easy. 
(Easy is made in Syracuse.) The re- 
sult was a considerable increase in 
total volume and profits. 

Edward’s answer to discounters is 
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service. “We guarantee 24-hour serv- 
ice and we provide it.”’ Dolinsky said, 
“And we’ll take merchandise back. 
Discounters can’t do that. So far, 
discounters have not been able to get 
the better lines locally. Some get 
them outside the area but I know 
what they have to pay and they can’t 
make money at costs like that.” 


Egan & Bisbing, Inc. 


In the late 40s, Bud Egan and Les 
Bisbing pooled their limited re- 
sources, bought what had been an 
automobile showroom and garage 
downtown on “automobile row” and 
started selling tires and repairing 
cars. 

In 1950, firmly convinced that the 
showroom could be more than just a 
place to pile tires, they bought two 
television sets and jumped into the 
appliances business. Today, a com- 
plete display of G-E appliances,— 
few Caloric gas ranges, a representa- 
tive line of G-E and Motorola TV 
sets and a lot of housewares occupy 
the showroom. The old parts depart- 
ment and part of the service depart- 
ment were converted into more dis- 
play space, while the rest of the 
garage became the used appliance 
sales room. The only major decorat- 
ing expense involved was $1,500 
worth of oriental rugs that were pur- 
chased with appliances. Egan & Bis- 
bing have been successful. Here are 
some of their secrets: 


Their image is established. Although 
they have been G-E dealers most of 
their business lives, they have always 
emphasized their own name and 
monogram. Their pictures appear in 
nearly every ad they run with “Bud” 
and “Les” the only captions. They 
have used the same pictures since 
they started, so a new customer may 
ask, “are you Bud or Les?” It is rare 
when a customer asks for “Mr. 
Egan” or “Mr. Bisbing.” 


Consistent newspaper advertising has 
always been E&B’s stock in trade. 
They use fractional page display ads 
in the classified seétion of the eve- 
ning newspaper at least once a week. 
Their ads run in one of the best read 
sections of the paper where they 
don’t often compete with other ap- 
pliance advertising. E&B’s ads usu- 
ally run on Mondays and Fridays, 
the nights they are open until 9. 


“Our salesmen make more than any 
we know in the city” says Les Bis- 
bing. “They get a better than aver- 
age salary and a commission on 
everything they sell. The commission 
varies according to the appliance, 
the trade-in and the gross profit. 
They know our costs because they 
are in on the buying.” E&B have two 
full-time salesmen and two who work 
weekends when they sell an average 
of 30 major appliances, a dozen or 
more TV sets as well as a few radios 
and housewares. 


‘‘Margins mean nothing. I have to pay 
expenses with dollars, not percent 
marks,” says Bud Egan. “We know 
what we have to make on each sale 
and we sell up. We can’t afford to 
sell a refrigerator for $20 profit. 
We’re not going to sell that customer 
another for 20 years. Besides, we’re 
not doing the customer a favor by 
selling the low-priced models. If she 
is going to keep a refrigerator 20 
years or more, why shouldn’t she 
have all the advantages of a better 
model when the cost difference, 
spread over that 20 years, is a mat- 
ter of pennies? It’s old-fashioned 
thinking but it works.” 


“Let the discounters come. They’ll 
devour each other.’”’ That’s the phi- 
losophy of both Egan and Bisbing. 
“We spent a lot of money for adver- 
tising purposes last year, but we also 
spent $8,000 for service. Half the 
calls were nuisance calls, but we still 
have the customers. Most of our 
sales to new people come from a 
customer telling a friend. If the dis- 
counters want to fight, we can beat 
them. Our overhead is already low 
and if necessary, we can lower it 
even more. We would start by cut- 
ting our own salaries.” 


Easy Bargain Center 


Easy Bargain Center opened in an 
old manufacturing plant near the 
Continued-on page 33 
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housewares 


Adams, Meldrum & Anderson, Buffalo, N.Y., window aims at teenage market. 


Buffalo Store Gets Busy Signal 
With Color Phone-Clock Tie-In 


Adams, Meldrum & Anderson is 
getting an assist from the New York 
Telephone Co. to sell color alarm 
clocks. 

Three of AM&A’s four Buffalo 
stores are promoting General Elec- 
tric’s new $6.98 Dial-Lite Riser (mod- 
el 7279-K) alarm clock, and according 
to the chain’s clock buyer, Max Teg- 
lar, the event already has been a 
“ringing success.” 

Teglar predicts it will get even bet- 
ter: ““We’ve used no newspaper ad- 
vertising yet, but we plan to push 
hard on the back-to-school theme af- 
ter Labor Day. These clocks are nat- 
urals for the teenage and coed mar- 
kets because they’re available in the 
same colors—beige, pink, turquoise 
and white—as the Princess tele- 
phones.” 


Here’s how AM&A is promoting the 
clocks: On Aug. 15, it mailed 110,000 
ads as bill stuffers to its credit cus- 
tomers. Besides the direct mail ads, 
AM&A has window and counter dis- 
plays in three of the stores, featur- 
ing the new clocks along with the 
Princess phones. Printed cards in the 
displays (like those pictured above) 
tell customers that they can order 
either the clock or a matching tele- 
phone or both at AM&A. The store 
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forwards telephone orders to the 
phone company for installation ($5 
installation fee plus 85 cents per 
month). 

Teglar made a deal with the tele- 
phone company in Buffalo to furnish 
the store with phones in all four 
colors for display purposes. In addi- 
tion AM&A has a large traveling 
kaleidoscope display on loan from 
G-E which it uses on a rotating 
weekly basis in the windows of each 
of the three stores participating in 
the promotion. 

To date the only assistance that 
Teglar has had from the telephone 
company has been the borrowed tele- 
phones. “But,” said Teglar, “we ex- 
pect more active help—personnel for 
demonstrations, sales help, and may- 
be even advertising aid—once we 
really start pushing the _ back-to- 
school theme.” 


What are the results? “Great,” main- 
tains Teglar. “Mail orders alone have 
been fantastic. We’ve had orders 
pouring in from customers in Penn- 
sylvania and Ohio just from the bill 
stuffers. Traffic has been up and sales 
have been good. But we expect that 
they’ll be even better once we break 
our back-to-school ads. We’ll sell at 
least 500 more clocks then.” 


What Gesco’s New Price Schedule 
Means To North California Stores 


When the General Electric Supply 
Co., wholesaling subsidiary of the 
General Electric Co., recently revised 
its portable appliance pricing sched- 
ule in Northern California it had the 
medium-sized retailer in mind. 

The price sheet favors dealers or- 
dering 36 or more units and its re- 
vision is another step to beef up G-E 
housewares sales in the area. The 
first step in this direction was taken 
more than six months ago (EM WEEK, 
Mar. 6, p4) when G-E scratched all 
independent housewares distributors 
in San Francisco, Oakland, San Jose, 
Sacramento, Fresno and Stockton and 
gave the area exclusively to the six 
Gesco houses covering Northern Cali- 
fornia. 


Here’s the new pricing and how it fits 
into the pattern of housewares dis- 
tribution : 

Using, as an example, the F-71 
steam iron, which lists for $22.95, 
the new pricing offers dealers one to 
11 at $16.24, 12 to 35 at $15.32 and 
36 and over at $14.98. The new price 
sheet also carries f.o.b. warehouse 
charges that, although in effect since 
Aug. 1, 1959, were not included in 
price schedules. The previous price 
sheet, dated Jan. 2, 1961, offered the 
same iron at $16.07 for orders of 
less than six units and $15.49 for 
orders of more than six units. 

Also the unwritten “extra 5%” on 
Gesco orders, which retailers claim 
was more than was available to vol- 
ume accounts from practically every 
other electric housewares distributor, 
has been eliminated under the new 
pricing program. Observers comment- 
ed that Gesco’s move to eliminate 
negotiable pricing is understandable 
since it has exclusive rights to the 
G-E line in the area and does not 
want to step on any legal toes. 


The rigid price sheet penalizes the vol- 
ume dealer. As a result, he may be 
paying 1% to 3% more for G-E port- 
able appliances than he did in the 
past, depending on how well he had 
been dickering with his distributors. 
The very small retailer is in the same 
boat. 

If he continues as an I’Il-take-one- 
of-thase-and-two-of-these-type buyer 
he’ll be working in the first column, 
the highest prices. In between, how- 
ever, is the medium to small dealer, 
the target of G-E’s beef-up pro- 
gram. 


Here’s why G-E’s aiming at that market. 

G-E was unhappy with housewares 
sales in Northern California, particu- 
larly in the popular hardware and 
other medium-sized outlets. First it 
tried to improve sales by increasing 
the number of distributors. But this 
didn’t work. The new distributors 
had other lines to sell and to them 
an order was an order. 

The next move was giving the line 
exclusively to the six Gesco houses 
in the territory. Gesco increased its 
sales force from 12 to 16 men in an 
attempt to overcome the problem of 
coverage. But a salesman making a 
call with one line and getting an or- 
der for say four units is not eco- 
nomical in anyone’s book. Also deal- 
ers buying four or even 24 units don’t 
promote the brand sufficiently and 
Gesco can’t pass out co-operative ad 
money for orders of that size. 


Gesco hopes to improve sales for these 
reasons: 
1—Changing the pricing from ‘12 
or over” to “36 or over” encourages 
the medium-sized dealer to buy more 
G-E portables instead of spreading 
his purchases over several brands. 
2—By encouraging dealers to buy 
in larger quantities they will be in a 
position to put on G-E promotions. 
With the large orders, Gesco offers 
co-op money and other aids as well as 
personnel to help retailers promote. 
3—By getting more of the medium 
to small dealers to promote, Gesco 
will be creating more “G-E stores” 
in each market area, thereby adding 
to brand prestige and acceptance. 
4—With retailers having more of 
their money in one brand baskets, 
they will be expected to “sell” pros- 
pects away from other brands to G-E, 
rather than take the quick sale. 


Dealers’ reaction to the whole pro- 
gram is mixed. Some resent the ex- 
clusive franchising because it gives 
them another salesman to deal with, 
while they still have:to see the old 
distributors’ men for other products. 
A number of dealers prefer dealing 
with locally-owned distributors rather 
than a national company. Others, 
however, told EM WEEK that “It’s 
good to get a distributor salesman 
who knows his products thoroughly.” 

As for the pricing change, volume 
dealers seem to be taking it in their 
stride. Some said they’d make out all 
right, but didn’t know how or when. 
“Maybe it’ll blow over. Most d‘strib- 
utor’s new ideas do if you have pa- 
tience,” said one retailer. Another 
admitted he had no choice in the 
matter: ‘“‘As long as so many people 
go to the clerk and ask for a G-E 
something, I’ve got to have it in 
stock.” 


Medium-sized retailers haven’t figured 
out yet where they stand under the 
new program. They contend it’s still 
too early to tell what the extra profit 
may mean to them and how well 
they’ll do with co-op funds and pro- 
motional help. 

One retailer stated: “TI’ll buy the 
same amount of G-E. I’ll just build 
up my orders before placing them. 
Another said: “This is good for me. 
I’ve always been buying right in the 
middle, between over 12 and an extra 
5% or so.” A third retailer put it 
this way: “I'll sell any product for 
anyone who makes it worth my while 
in green folding stuff.”’ 

First point for trials of the new 
Gesco policy was Salt Lake City. 
Northern California dealers were 
next to feel the disenfranchisements 
last winter. At the time of the Cali- 
fornia moves, one G-E spokesman in 
the East said, “we do not at this 
time plan to adopt a similar policy 
for other products or in any other 
areas.” Particularly heavy coverage 
in northern California was cited as 
reason for moves there. 

With four months left to show 
what brands will do 80% of the 
year’s housewares business in North- 
ern California, G-E is standing right 
behind Gesco. By January the indus- 
try will know whether the program 
will result in a pat or a kick. And it 
may tell the pattern of G-E’s house- 
wares distribution in other areas in 
the near future. 
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G-E’s Percolator & Mixer 


The all-stainless steel coffeemaker 
(right), model P-33, featuring oval 
Danish styling, can make from three 
to 10 five-ounce cups and has drip- 
less spout and brew control. Price: 


$27.95. The portable mixer (left), 
model M-57, features an open handle 
and a heel rest that allows unit to be 
set down like an iron. The 234-pound 
mixer is priced at $14.95. 

General Electric Co., 1285 Boston 
Ave., Bridgeport, Conn. 


ae 
‘ electric 


DOG CLIPPER 


for home use 





Oster Goes After Shaggy Dog Market 


The home dog clipper set, model 
95-01 comes equipped with spiral- 
bound instruction booklet on how to 
groom your dog. Pictures of dogs 
and grooming chart are included. 


For Cutting Hair At Home 
“Raycine” home haircut set in- 
cludes. steel barber scissors and 
tapered comb, Butch attachment, ad- 
justable electric clipper and an in- 
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Suggested retail price of the set 
is $29.95. 

John Oster Manufacturing Co., 
5055 N. Lydell Ave., Milwaukee 17, 
Wisconsin. 


: . 
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glectric haircutting set 


struction booklet. The Vari-Clip clip- 
per has a two-position blade that 


adjusts to different length hair. The 


suggested retail price is $12.95. 


Racine Clipper Co., Milwaukee 17, 


Wisconsin. 








| HOUSEWARES 


LAU BLOWER CO. HAS SUSPENDED PRODUCTION of 


its window fans for the 1962 season and has 
sold its inventories to Burt Sloane, the Dayton, 
Ohio, fan maker’s New York representative. 
Last month (EM WEEK, Aug. 7, p7), Tom 
Byrd, Lau president, said, “Unless there’s a 
market for a quality line of window fans, we’ll 
go out of the business.” A letter to Lau distribu- 
tors concerning the decision reads in part: 
“As a result of negotiations between Lau 
Blower Co. and Burt Sloane, Inc., all window 
fans only remaining in your inventory become 
the property of Burt Sloane, Inc.” The transfer 
of ownership became effective Aug. 31. Byrd said 
the decision to half production of window fans 
in no way affected the company’s attic fan or 
blower production. The window fan inventory, 
estimated at ‘under 10,000” and consisting 
mostly of Ultra-20 models, will be sold through 
regular Lau distributors, chiefly in the New 
York area. The Ultra-20, which this year re- 
tailed for $49.95, will be sold by Sloane to retail 
for $39.95. Lau will back all warranties. * 


“SOMETHING FOR EVERYONE” IS THE THEME of G-E’s 


promotion for its knife, scissors and pen- 
cil sharpener (suggested retail price: $19.95). 
The promotion offers a free knife “for Dad” to 
each purchaser of a sharpener; a pair of scis- 
sors for “Mom,” and a supply of pencils “for 
the kids.” 

G-E also has a special promotion on its line 
of coffeemakers. The company is offering a Paul 
Revere styled sugar and creamer set free to 
each purchaser of a G-E coffeemaker. The silver 
plated set is valued at $4.95. The promotion will 
be nationally advertised in the November issue 
of “McCall’s” magazine. * 


LANDERS, FRARY & CLARK IS OFFERING DEALS on its 


Universal hair dryers, steam irons, electric can 
openers and coffeemakers to initiate its expand- 
ed $5 million fall television advertising cam- 
paign. The special deals include: Hair dryer 
deal 4909 in which dealers get a 10% display 
allowance when they buy an assortment of four 
hair dryers. Coffeemaker deal 9299 offers re- 
tailers a free electric can opener (model 8814 
valued at $18.95) when they purchase an assort- 
ment of five coffeemakers. In steam iron deal 
5387, dealers get a free steam travel iron (mod- 
el 1675 valued at $12.95) when they buy an 
assortment of four steam irons. Can opener deal 
5589 offers a free portable mixer (model 6240 
valued at $27.95) to dealers who purchase three 
countertop can openers. The company is also of- 
fering a bonus—a free coffeematic valued at 
$29.95 at retail—to dealers who order all four 
package deals. . 
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| APPLIANCE-TV 


G-E STIRRED UP THE TV INDUSTRY with an ad cam- 


paign this week in “Life” and key city news- 
papers claiming the company’s television sets 
are more reliable than any other brand, based 
on a documented booklet that names rivals and 
cities percentages of brand failure. Competi- 
tive brand names will not be used on the ads, 
but will be listed in the booklet which will be 
given to the dealer and offered to the public. 
General Electric is documenting the service ex- 
perience of Planet Electronics Corp., one of the 
largest independent service organizations in 
New York, for its claims. Based on an audit of 
Planet service records of 5,050 TV receivers 
by Audit and Survey Co., Inc., G-E’s ads will 
report that (1) within the 90-day period follow- 
ing installation, its TV sets incurred a smaller 
proportion of failures than any other make; (2) 
that the average service requirements of all 
other rival brands were 63% more than G-E’s 
needs; and (3) G-E sets required 20% less serv- 
ice than the second-ranked brand. a 


GOING INTERNATIONAL: Welbilt Corp. is now engaged 


in negotiations with manufacturers in five 
countries in Europe and South America for 
manufacturing and marketing arrangements 
on air conditioners and other products. It has 
already concluded an agreement with Electrical 
Motors & Appliances, Ltd., in Ramla, Israel, for 
the manufacture and sale of air conditioners. 
The Israeli company has a production capacity 
of about 10,000 units annually. « 


MOST WANTED FEATURES IN NEW HOMES in the Mem- 


phis area are an extra bathroom, fully equipped 
kitchen and central air conditioning, according 
to a survey of local real estate brokers taken by 
Carrier Corp. Russell Gray, Carrier president, 
predicted that three out of every four homes 
built in 1970 would be equipped with central 
air conditioning at the time of construction. s 


NORGE THROWS DOWN THE GAUNTLET with its intro- 


duction of a 14-cubic-foot gas refrigerator. The 
two-door box uses foam insulation throughout, 
which increases interior capacity. This is the 
company’s third gas unit, the others being two 
11-cubic-foot models. Whirlpool has had 14- 
cubic-foot gas refrigerators with foam insula- 
tion in its line for approximately a year-and- 
a-half. a“ 


GIBSON SHIPMENTS to distributors during August 


more than doubled year-ago figures. This marks 
the third consecutive month in which sales 
topped the same month of last year. Increases 
showed refrigerators more than double; freez- 
ers up 10%; room air conditioners and de- 
humidifiers up 67%, and electric ranges double 
August, 1960. = 





Manufacturers’ Report: 
August Freezer Activity 


Freezer sales climbed during the 
first half of August to beat the same 
period jast year. EM WEEK made a 
check on freezer sales through the 
first 18 days and found G-E, Hot- 
point, Gibson, Kelvinator, Frigidaire, 
Admiral, Ben Hur, Revco, Whirlpool, 
Norge, and Quickfrez reporting good 
increases over 1960. 

A spokesman for G-E said: ‘‘Sales 
of freezers, both chest and upright 
have shown very good improvement 
in recent weeks, probably reflecting 
increased consumer optimism gener- 
ally about the economy.” 


Hotpoint credited its sales increase to 
a strong three-way first quarter push 
at factory, distributor and dealer 
levels, evenly distributed between up- 
rights and chests. 


Norge and Whirlpool sales are ‘‘up sub- 
stantially over 1960 with factory and 
distributor inventories practically 
cleared out.” 

W. C. Conley, president of Gibson, 
remarked that his company’s weekly 
retail index has been running from 
120% to 200% ahead of 1960 ever 
since June 1. He emphasized, “Dis- 
tributor movements to dealers during 
July were highest in history and the 
most popular sizes, 14-cubic uprights 
and 16- and 20-cubic chests, have 
been sold out since early July.” 

Conley continued, “Dealer and dis- 
tributor inventories are at an all- 
time low.” For the first time, the 
company shipped new models prior 
to its Panama dealer convention 
which is now in progress. 


One manufacturer that would give 
figures, Kelvinator, reported July 
sales up 12.6% year-to-date; up 
10.7% for the first seven months of 
1961 and up 46.4% for the first 20 
days of August. Inventory is less 
than two months at both factory and 
distributor level. 

Total products are up 13.2% for 
the second quarter and 26% for the 
first 20 days of August. 


Revco also has shown a sizeable in- 
crease and J. H. Overmyer, vice-pres- 
ident in charge of marketing, said, 
“There is nothing we can put our 
finger on concerning the industry 
increase. Our frost-free model is 
back-ordered to Oct. 15, and there is 
no inventory at present.’’ Revco has 
been unable to supply its private 
label sources for the past few weeks. 

August ‘sales for Quickfrez ‘are 
very gratifying and have improved 
over last year, although year-to-date 
sales are below 1960.” A spokesman 
for Amana stated that “freezer busi- 
ness has been good with a very good 


“second quarter, and we expect to 


continue.” 

Frigidaire freezer sales for Au- 
gust were “substantially” ahead of 
July this year and August of last 
year. Admiral reported increases in 
July-and August over last year with 
expectations of finishing ahead of 
1960. Ben Hur stated that “dealer 
sales are above all expectations, giv- 
ing us a strong increase over 1960. 
We’re presently out of stock and are 
going back in production to refill our 
pipelines.” 





What Gibson Is Showing 
lts Dealers In Panama 


Major appliance dealers currently 
on the Gibson Refrigerator Sales 
Corporation’s Panama trip are see- 
ing mostly higher ticket merchan- 
dise. Although the company has no 
list prices on 1962 appliances, there 
will be price increases averaging 
about 3%. 

The retailers in Panama are find- 
ing that seven out of the 10 new 
refrigerators are high-end units, 
and that five are two-door models. 
Some models and capacities of the 
new refrigeration line, as well as 
innovations, are: 

Two-door, Frost Clear models, 
7614R1, increased capacity of 13.5 
cubic feet, with 127-pound freezer; 
7314R1, promotional model to be 
merchandised in the $270 area. 

Other two-door models are the 
5813R1, Sovereign, 12.84 cubic feet, 
with ice-maker that stores up to 150 
cubes, automatically replaces ones 
that are used; model 5413R1, econ- 
omy unit, 13 cubic, and its step-up 
version, Deluxe Two-Temp, 5613R1, 
over 13 cubic with 104-pound zero- 
zone freezers. 


Single-door refrigeration includes a 14 
cubic model 2614R1, as well as two 
freezerless units called Market Mas- 
ter. These are 4814R1 Sovereign, 
which has the Ice Master feature and 
is over 13.7 cubic feet, and model 
4714R1, more than 14 cubic feet. 
The freezer category has five up- 
rights and four chest models. Among 


the uprights, model V622R1 is the 
largest, with capacity for 756 pounds. 
Model V615R1, designed to fit in the 
kitchen, has the Frost Clear feature. 
Frost Clear will receive primary 
merchandising effort in freezers. 
Model V609R1, has a 308-pound ¢ca- 
pacity with 105-pound fast-freeze 
compartment. 

Chest giant is H624C1, with 809- 
pound capacity. The middle of the 
line, H620C1, .offers 690-pound ca- 
pacity’ with 105-pound fast-freeze 
compartment. 


Air Conditioners comprise five series. 
The “A” grouping consists of three 
models, all A281, NEMA certified at 
8,100 Btu. The Metropolitan series 
has four models, T-2101-2S, T-2101- 
8S, T-2121-2S and T-2121-8S; NEMA 
certified Btu’s are, 10,100, 10,100, 
12,100 and 12,100 respectively. The 
Texan series has three G1220 models. 
All are 22,000 Btu’s. 

Suburban series includes. three 
units, B-2100-1S, B-2145-2S, B-2145- 
8S; NEMA eertified Btu’s 10,000, 
14,500 and 14,500. Gibson again of- 
fers its Slumber Master series de- 
signed to cool a bedroom 12x18 feet. 
No Btu rating. 

Electric ranges being shown in- 
clude five electric models of new de- 
sign by F. Eugene Smith, ASID. 
Models are Ultra 600, 500, 300, 200 
and 100. All have the Gibson Con- 
trol Tower centrally located at the 
rear, making it easy to see and reach. 
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UNBREAKABLE 
NYLON HOSE 

— Bends, twists 

without breaking. 





DIRECT HOSE 
CONNECTION 
— No elbow. 



















AIR JET 
— Hose attaches for spraying, 
demothing, blowing, etc. 
Usually found only on 
top end models. 


BALL BEARING 
WHEELS 


— Rolls easily, pivots quickly, ~~ 
rides smoothly over “a -— ae. 
MEET thresholds, floors, carpets. 7 om) 


THE NEW 
CONVENIENT 
TOE SWITCH 
oe ae a Oe or stooping. ee 
STOPPING 
EYE-POPPING... —s ae 
HANDLE 





POWER ADJL 

— Adjusts suction 
cleaning — lamp 
drapes, rugs, bli 
fabrics, or genera 


ie — Shaped and balanced to 
fit the hand. Cord winds 
around it for storing. 








EUREKA PRINCESS is the biggest news in the vacuum cleaner industry 
since Eureka’s trend-setting Vibra-Beat. The Princess is a new, trim design in cleaners. We’ve 
cut out weight and bulk, packed in the power, lavished it with features. The Princess weighs only 
12¥2 pounds, yet it features a motor over 1 H.P.! No other cleaner can match the Princess in 
appearance, handling ease, cleaning ability or sales performance. 


PRICED FOR EASY SALES......«:: 


Raabe RCE. 


mire 


a 





@ ACTUAL SIZE 


DELUXE 8-PC. SET 
OF CLEANING ACCESSORIES. 









OVER 1 H.P. MOTOR 
— Sweeps clean, cleans deep, 
works fast. 








VINYL BUMPER 
— Guards against accidental 
nicks and scratches. 








FLIP-TOP LID 

— New hinged top flips completely 
open for easy bag changes, 

easy access servicing. 












EXTRA LARGE 


SANITIZED® DISPOSABLE 
DUST BAG 
— Super size needs changing less often. 


Double compartment design holds more. E . 

Sanitized® for lasting freshness. Vibra-Beat— Canisters — Uprights 
LIGHTWEIGHT —Polisher-Scrubbers—A complete 
step-up line covering the 

full floor care field. 

















— All the features, 
all the power packed 


ALL STEEL into just 122-Ibs. 


CONSTRUCTION. 


ADJUSTER 

tion to suit the HIGH GLOSS, | 
seni thai, DURABLE BAKED | 
. blinds, light ENAMEL FINISH. 





neral dusting. 


Uprights Polisher- 
Scrubbers 


O 99 {oo MPLETE sisine accessories 


Price Higher in Canada 


$ 


MODEL 702-A 





SOLID DEALER PROFIT at a hard-sell price! No warmed-over design or 
stripped down model made to sell for less. Eureka now gives you a promotional price that doesn’t 
penalize your profits, because there’s a long dealer margin built into this beauty! The Princess 
is a brand new model with deluxe quality. That’s why she'll move fast and seli big. And Mister, 
when you see the kind of money she makes for you, you’re not about to nail ‘er down! 


weeeees EXTRA BIG PROFIT! 
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wit. POP WHEN THEY 
SEE THE BIG EUREKA 


PRINCESS PROMOTION! 


Sete et et ee er | 
Ge ee 


+ NEW EUREKA Primceas- 
NEW EUREKA p f sioner 


EUREKA Rae 
Princesa. $ 


NATIONAL ADS! MAILERS! : NEWSPAPER ADS! DISPLAYS! 


Color ads tell the big Colorful envelope stuffers Big hard-sell co-op ads to start In-store promotion that’s a 
story in the big maga- and direct mail pieces sales fire at your store, tailored real stopper! Window ban- 
zines so everybody knows aimed straight at your own so you can merchandise and ners and counter cards—a 
about your new Eureka customers, make sure no promote to suit yourself and full package of high power 
Princess. one is missed! your customers. promotion. 


YOUR EUREKA DISTRIBUTOR HAS ALL 
THE DETAILS ABOUT THE NEW, PROFIT-MAKING 


PRINCESS! GET IN TOUCH WITH HIM, NOW! 


Phi EUREKA é 390% 


Price Higher in Canada 


EUREKA WILLIAMS COMPANY 


Division of National Union Electric Corp. 
Bloomington, Illinois 
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HI-Fl SPECS 


All you need to know about the major 
manufacturers’ high fidelity equip- 
ment will be contained in the next 
installment of EM WEEK’s spec sheet 
series in the Sept. 25 issue. Don’t 
iniss this important, exclusive fea- 
ture. 
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[saip... 


EM WEEK welcomes expressions of 
opinion from its readers for publication, 
subject, of course, to final editing and 
approval by editors. 





Editor/EM WEEK: 

When the article “New Brown 
Goods Entry?” appeared in EM 
WEEK, Aug. 7, eyebrows in at least 
three board rooms in Japan and the 
United States zoomed upward. 

For in it was the description of 
Tokyo Shibaura Electric Co. as “the 
Westinghouse of Japan.” 

In many respects, the description 
‘is apt. Tokyo Shibaura or Toshiba 


as it is known here to the trade, is 
as broad-line a company as West- 
inghouse or General Electric with 
whom it enjoys close relationships. 

In actuality, International General 
Electric owns a little more than 7% 
of the company’s stock, making it the 
largest single stockholder on. Toshi- 
ba’s books. Like G-E, Toshiba is 
firmly entrenched in the consumer 
and industrial markets. It also is the 
world’s largest manufacturer of 
transistors. 

Lamps, vacuum tubes, semi-con- 
ductors make up 13% of its sales; 
household appliances 20.2%; mo- 
bile and heavy electric machinery 
25.3%; communications and elec- 
tronics equipment 27.5% and miscel- 
laneous products account for 14.1%. 

Toshiba’s research and develop- 
ment record is outstanding. The com- 
pany recently unveiled a new betra- 


tron for cancer therapy, a pulsed 
neutron generator, a_ single-head 
closed circuit video tape recorder and 
the first color television camera or- 
thicon tube to be made in Japan. 
Toshiba’s gross sales make it the 
largest industrial complex in Japan 
and one of the largest in the world. 
In 1960, Toshiba sales totaled 83.6 
billion yen, and its_ subsidiaries 
chalked up another 100 billion yen. 
Apart from its heavy equipment 
sales in the New World, Toshiba ex- 
ports what probably is the most di- 
versified line of transistor radios, 
distributed through Transistor World 
Cerp. They are the product of top 
grade engineering and first quality 
parts. 
Jack Galub 
International Projects 
Robert Mullen, Inc. 
New York 17, N. Y. 








dealers say it...customers say it... 


“make mine 


all-through-the-house 


STEREO RADIO-PHONOGRAPH 
WITH FM-STEREOPLEX 


= Custom hand-wired AM/FM/FM-Stereoplex radio! 


= 4-speed Olympic BSR automatic stereo phono! 


= Multi-sonic, acoustically balanced, dual channel sound system . 
2 woofers, 2 coaxially mounted tweeters, 2 mid-range speakers! 
= Decorator console in mahogany, blond, walnut or ebony color! 


EXCLUSIVE SOUND CONTROL CENTER 
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ADVERTISED IN LIFE + LOOK + POST + 
Olympic Building + 


Olympic Radio & Television + 


it's Merchandising Magic! 


with full profits you keep, 
from the industry’s most successful 


Pricing-Merchandising formula! 


HOUSE BEAUTIFUL « 


with the see-hear-sell ‘Sound 
Magic” demo that dramatically clinches sales for you, helps you add extra 


remote speaker sales and profits! 


.. Switches the best in stereo or hi-fi sound ‘‘all through the house”! 
Plays separate tape recorder or TV through the rich multi-sonic system 
At the same time, sends stereo radio or record programs to speakers 


in another room! 


() WORLD'S LEADER 




















IN COMBINATIONS 


pic 


DIVISION OF THE SIEGLER CORPORATION 


HOUSE & GARDEN «+ LIVING - 
Long Island City 1, N.Y 


GOOD HOUSEKEEPING + EBONY + 


N. Y. TIMES MAGAZINE + 
+ World's Leader in Combinations - 


THIS WEEK’’ SUPPLEMENT 


TV + Stereo Hi-Fi + Radios + Phonographs 














What does if cost after you pay for it? 


























The $1,895" we charge for a Volkswagen _ set. We get 35,000. Sometimes 40,000. 


Truck is only the beginning. You save another $100 there. Every time 
The cost goes up every time you buy gas. around. 
Or tires. Or oil. Or parts. Volkswagen engines almost never need oil 
But. between changes. And never need anti-freeze 
This isn't the only truck that runs on gas, oil at all. They're air-cooled. No water to freeze 
and tires. up in winter or boil over in July. 


Service? Owners tell us they put only half 
the money into VWs that they put into main- 
taining their old trucks. 

After all, we've made the same basic model 
for 12 years now. We've improved almost 
everything in it. And then improved most of the 
improvements. 

(We try to make parts for new VWs fit old 
, | ones, too. Our spares are often better than the 
VW trucks average 24 mpg, regular gas. parts your VW came with in the first place.) 






In fact, some VW owners say our trucks use 
only half the gas their former trucks did. 

Drivers doing 24,000 miles a year often tell 
us their VW took only $400 worth of gas. 

Where their former trucks took $800. 

It doesn't surprise us. The efficiency of our 
magnesium-aluminum engine is a legend. Almost 


all VW trucks get over 20 miles a gallon. Some Deliver next to nothing and still make a profit. 


get 30. 
Our average is 24. Now then. 
This is due to the elimination of dead weight. Taking just gas and tires, the man who saves 


The whole truck weighs only 2,282 lbs. Aloaded $450 a year will save $1,350 in 3 years—the 
VW is almost as light on its feet as a conven- time many owners take to finance a new truck. 


tional truck empty. cr Does this mean the Volkswagen 
This also means less weight on tires. Most (\R4) costs only $545? 
trucks in our class get about 20,000 miles on a 4 Can that be? 
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YOUR personal BUSINESS 


What do you know about fall? For instance, when does it begin? The 
answer to that one depends on who you are and where you are. 


If you listen to a weatherman, he'll tell you it begins about the 
of September every year—the 23rd this year. That's because, as- 
tronomically speaking, the autumnal equinox (when daylight and dark- 
ness are equal) marks the beginning of fall. Fall ends-—for the as- 
tronomer—on the 2lst of December, the winter solstice. 


But what about the rest of us? We Americans know fall begins right 
after Labor Day—when the children go back to school and when sports- 
writers make their first predictions about the World's Series (first 
week in October this year). And it ends Nov. 30. 

But in England, fall is not even called "fall." It's called "autumn" 
and it means the months of August, September and October. 


Many people think of fall as the most masculine season. The invigor- 
ating weather and the outdoor sports make it so. But it also belongs 
to women and their fall housecleaning. And maybe after the cleaning 
is out of the way, you'll want to get away for a quick vacation be- 
fore the big fall-Christmas selling season ties you down. 

In any case, here are a couple of tips to make this fall a more pleas- 


ant one. 
A A A 
Do you and your family know how to handle home cleaning fluids, the 


ones you'll be using for the fall house-cleaning? If you will be us- 
ing carbon tetrachloride for sprucing up upholstery and other items, 


watch it. 








Carbon tet can be dangerous, and this was brought home recently by 
a near tragedy in a Brooklyn, N. Y., home. 

After a housewife had cleaned the upholstery of two chairs with a 
half-cup of a cleaning fluid containing carbon tet, her young daugh- 
ter slumped into one of them to watch TV. While sitting there she 
inhaled the fumes and suddenly became ill. 

At a nearby hospital doctors discovered that the fumes had serious- 
ly damaged her kidney. It took a team of specialists and an arti- 
ficial kidney to save her life. 

This case was not unique. One of the doctors reported that it was 
his third case during the year involving serious kidney damage caused 
by the effects of inhaling cleaning fluid fumes. 

So when using carbon tet, keep the room well ventilated and pause 
once in a while for a "breather." 


Don't drink when using carbon tetrachloride. The combination of al- 
cohol from beer or hard liquor and fumes from cleaning fluid is quick 
and deadly. 

A AA 


Are you thinking of a fall vacation? The spectacular display of flam- 
ing foliage in the northeastern corner of the U. S. is a lure to 
many travelers. The trick is to plan to be at a certain spot when the 
celors are at their zenith. 











Northeast. 
@e Maine: First two weeks in October. 

@ Vermont: The last days in September and the first in October. 

e New Hampshire: From Sept. 20 to Oct. 10. 

@e Massachusetts and Connecticut: First two weeks of October. 

@ New York: Upper—late September; Middle—mid-October; Lower—and 
Western—toward end of October. 

e New Jersey and Pennsylvania: Mid-October in the mountains. 

e Virginia: From Oct. 6 to first week in November. 
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“But Mr. Stein, this sort of selling is old hat .. .” 


A DEALER SALESMAN SAYS 


‘See - Yous’ 
Cause Spats 
On Floor 


There are times when it appears that an um- 
pire should be standard equipment in an appli- 
ance store. He is often needed to settle the dis- 
putes between salesmen which arise ‘when a cus- 
tomer who has been in before returns to the 
store. Who gets this see-you? The man who spoke 
to him the first time or the individual whose up 
it is? And who gets the commission if the sale is 
made? No. 1 or No. 2? How does No. 1 prove he 
spoke to the customer the other day? All these 
little questions can lead to more strife among 
commission men than the proverbial reptile who 
slithered into the Garden of Eden. 


Nothing illustrates the pitfalls of the problem more 
clearly than the experience of a protagonist | shall 
call Smiling Sam, a salesman who caused more 
disputation on the floor than a pack of Philadel- 
phia lawyers. He earned his appellation by his 
habit of smiling at each and every customer who 
walked in—whether it was his turn up or not. 
Naturally, the citizen would return the smile. 
This established recognition. Then when his bud- 
dy would be writing up the deal, Sam would smile 
at the customer once more. Came the customer’s 
departure, Sam would sidle up to his pal and 
claim half the sale. His premise, tactfully put, 
was that since the customer had smiled at him, 
Sam must have had the man before. With a new 
man on the floor, this was good for a bunch of 
split deals until the victim wised up. 

Sam had a little trick of muscling in on another 
salesman’s see-yous. He would wearily drag him- 
self up at the sight of a desultory prospect when 
his up came. Upon conversing with this customer, 
Sam might learn that he had been in a couple of 
days ago, had been clinched by a brother sales- 
man, and was now ready to place the order. Sam’s 
interest flared. He just had to have a piece of 
this sale. In a jiffy, he slipped his card on the TV 
the customer was looking at, while his pal, whom 
the customer came back to see, strolled forward. 
Sam graciously submerged into the background 
while his buddy wrote up the see-you. When the 
customer had gone, Sam calmly pointed to his 
card still lying on the TV. What more proof was 
needed that Sam, too, had waited on the customer 
previously? Again, a split for Sam on the deal. 


But Smiling Sam came a cropper when Handsome 
Harry. came to work. Harry was a true collar ad 
type. His profile led to a raft of see-yous—mothers 
brought their maiden daughters back to see 
Harry. In the process, his physiognomical appeal 
resulted in many sales of refrigerators, phono- 
graphs, dehumidifiers, etc. Sam was outraged. 
Harry’s comebacks were unshakable. The maidens 
would speak to none but Handsome Harry. They’d 
even wait patiently for hours if he were busy. 
Occasionally, Sam managed to grab one of 
Harry’s comebacks on the Adonis’ day off and 
blissfully failed to mention it to the Profile. But 
the handsome one’s sixth sense warned him that 
something was not right and he fumed at the 
thought of losing even a single see-you to the 
Smiler. Finally he hit on a plan to ensnare Sam. 

On his day off, Harry sent a friend in to ask 
for him and then place an order. Sam happily 
wrote up the sale and naturally left off Harry’s 
name. Next day, Harry innocently inquired 
whether anybody had been in to ask for him. Sam 
blandly said no; whereupon Harry produced his 
neighbor’s bill of sale proving that Sam was 
poaching. 


ABOUT THE AUTHOR—F or reasons which will be- 
come obvious as you read this column, the author 
does not wish to be identified. He is, however, 
exactly what he claims to be—a hard-working 
retail salesman who has problems (and solutions) 
which he shares here with you. 
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~ YOUR GREATEST ASSET IS OUR QUALITY PERFORMANCE! 


NEW RCA WHIRLPOOL 
ELECTRIC RANGES 
ARE 


“SALES 
MINDED” 


TO HELP YOU SELL MORE, © 
MAKE MORE 

















Exclusive Cabinet-Mate* 
design matches range top to 
reroll shi -l ame ce) ogo lile(- MR ice Mm Ce) 
cabinet front so the new 
RCA WHIRLPOOL range fits 
and looks like a built-in. 


Here’s 

the range to sell 
the big-volume 
middle market 


Made-to-order for the lucrative middle market .. . 
packed with features homemakers want and will insist 
upon, once they see them. A natural step-up from low- 
end merchandise . . . a logical steppingstone to the 
big-ticket high-end goods . . . this is a range you can 
price to do both jobs better. 


Counter Control Center puts controls in a neat row at 
the right of the range top where they’re easy to reach, 
easy to use ... and extra easy for your salesmen 
to demonstrate! 


New oven heating system uses baffled dual elements to 
provide more even heat circulation and reduce radi- 
ation for better baking. A performance improvement 
she’ll love! 


Exclusive Bar-B-Kewer” adds delicious ‘outdoor’ flavor 
to foods all year ’round because of its special low- 
temperature radiant-heat cooking process. An impor- 
tant, easy-to-merchandise feature. 


Automatic Mealtimer* turns oven or appliance outlet on 
and off automatically at preset times to cook dinner 
“on its own’’, have coffee ready when you arise. It’s a 
handsome clock, too. Gives housewife extra freedom. 


Engineered for easy cleaning . . . the most important 
thing about any range, according to many homemakers! 
Easy-cleaning features of this RCA WHIRLPOOL include 
new Spillguard* top, lift-off oven door, exclusive Dispos- 
A-Bowl* liners, lift-up elements and ‘‘sink-size”’ 
broiler pan. 

*Tmk. 


Join up!... it’s easier to sell 
RCA WHIRLPOOL than sell against it! 


wer hivliecot 
CORPORATION 


ADMINISTRATIVE CENTER, BENTON HARBOR, MICHIGAN 


Manufacturer of RCA WHIRLPOOL Automatic Washers e Wringer Washers e Dryers e Washer-Dryers e Refrigerators e Freezers 
Ice Cube Makers e Ranges e Air Conditioners e Dishwashers e Food Waste Disposers e Dehumidifiers e Vacuum Cleaners. 


Jemarks a ond RCA authorized by trademork owner Radio Corporotion of America 
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These great Norelo rotary blade shavers 
sell on sight! 


4 brelco 

: SPEEDSHAVER, 
0. Adjusts automatically to facial contours. 

110/220 volts, adaptable to world-wide use. 

New Model SC7870 (AC/DC) $29.95* 

with case. 


a a 4 Norelco ‘floating-head’ Speedshaver — 
s 


PEEDSHAVER. 


Norelco ‘flip-top’ Speedshaver®— 
‘Flip-top’ cleaning . . . self-sharpening uf. 


ee i 
rotary blades. New Model SC7914 (as 
\ =e 
\ 


veer: ‘. aT 
(AC/DC) 110 v. $24.95* with case. re, 


Coquette — Pretty, pink and 
perfumed! Shaped like a 
lipstick. Gentle-action rotary 
blades. SC7787 (AC/DC) 
$17.50* with chic case. 


Lady Norelco —Twin-head rotary 


All-New Sportsman — For outdoorsmen, 
travelers, servicemen. Self-contained 


ij in plastic case with mirror and quick- 


recoil cord. SC7930 $19.95* (without 
batteries). Special battery Sportsman 
with adaptor for boat or car use. 


action gently whisks away hair with 
no irritation. Misty pink, with gray 
and gold. SG7788 (AC/DC) $24.95* 
with smart travel case. 





*Suggested Mfr.’s Retail Price 


SC7779 $24.95*. 


Business is Booming for dealers selli 
Noreko. .. America’s No. I Shaver Line! 


What Norelco gives your customers...and you! Norelco first 
gave your customers world-famous, self-sharpening rotary blades...next 


exclusive ‘flip-top’ cleaning...then exclusive ‘floating-heads’, world’s 
foremost advance in shaving skill and comfort. And now comes a com- 
plete line of high-styled, built-for-shaving-comfort Norelco shavers. 
Today Norelco is America’s No. 1 shaver. No shaver looks like it...No 
shaver performs like it... No shaver SELLS like it. 


A strong selling line ...To you who sell shavers, Norelco offers a 
complete top-quality, popular-price line that sells on sight! What’s more, 
Norelco’s sales policies are clean-cut and well-known; no wheeling, 


dealing nor fancy gimmicks to confuse you. 


.-. with strong selling support... Norelco’s month-after-month 
advertising and promotional support for Fall ’61 will feature (1) an 
all-September co-sponsorship of the spectacular “Roaring Twenties” 
over ABC network, followed in October with a “blitz” of concentrated 
weekend spots, building in intensity right up to Christmas... (2) page 
ads in Life, Look, Saturday Evening Post and others... (3) hard-sell 
ads in over 175 metropolitan newspapers and over 800 home-town papers 
... (4) co-op advertising, displays, sales aids. 

Stock, display, promote Norelco for a new business B-O-O-M! 


NORTH AMERICAN PHILIPS COMPANY, INC. 
100 East 42nd Street, New York 17, N. Y. Norelco is known as PhiliShave in Canada and throughout the rest of the free world. 
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MAYTAG Announces 1962 
Home Laundry Line 


Two new Highlander budget-priced 
dryers with an electronic control; 
the addition of a selective rinse wa- 
ter control to the Deluxe automatic 
washer A-700 and new styling are 
featured in the Maytag 1962 home 
laundry line. 

DG500 and DE500 gas and electric 
dryers have the Maytag electronic 
control which is operated solely by 
pushbuttons. It requires no timer 
dial, and provides “guess-free” dry- 
ing by constantly measuring the 
amount of moisture in the fabric. 
When proper degree of dryness is 
reached, regardless of the load mix, 
the unit automatically shuts itself 
off. Controls on these 500 models 
consist of pushbuttons marked “Reg- 
ular Fabric”; “Wash ’n Wear’; 
“Damp Dry”; and “Air Fluff.” 
“Regular” dries for immediate wear 
or storage, retaining proper level of 
natural moisture so garments are not 
overdried. “Wash ’N Wear,” after 
drying, raises the temperature of 
synthetics and treated cottons to 
proper level to relax wrinkles. “Damp 
Dry” brings items to just right de- 
gree of dampness for immediate 
ironing. “Air Fluff” provides 7-to-9- 
min. of tumbling with airflow but 
no heat. A chime signals all 4 cycles. 
A porcelain drum is another feature 
in the new 500 models and has been 
added to the 300 models as well. 

The Highlander series consists of 3 
automatic washers, Super, Custom 
and Standard, and 4 dryers. The 
Halo-of-Heat dryers use a circular 


airflow in which warmed air is in- 
troduced uniformly around the cir- 
cumference of the drying chamber, 
enveloping clothes and eliminating 
hot spots ; 150 cfm air passes through 
dryer every minute, and a circular 
lint filter rotates with the drum and 
filters the air. All Highlander dryers 
have zinc steel protection; safety 
switch that stops all action when 
door is opened; 180 deg. door hinge; 
flush-to-wall and flush-to-cabinet in- 
stallation and can be vented from 
back or either side; all operate on 
115 or 230 volts. 

No. A700 All Fabric washer and its 
companion Suds-Saver model A-700 
have a new Selective Rinse Water 
temperature control which permits 
the homemaker to preselect rinse wa- 
ter temperature. A small control 
switch mounted on top right side of 
the control panel has 2 positions 
marked “cold” and “automatic.” On 
“cold” the washer automatically pro- 
vides a cold rinse with hot, warm or 
cold wash. On “automatic” the wash- 
er automatically provides a warm 
rinse with hot or warm wash or a 
cold rinse for a cold wash. 

Exterior styling is designed in keep- 
ing with the trend to put laundry 
equipment in places other than the 
basement: kitchen, bathroom or 
other convenient spots. The new 
Highlander control panel features a 
golden bronze band into which con- 
trol buttons are set; the washers and 
dryers have sleek modern lines adapt- 
able to any decor. The deluxe wash- 





MAYTAG HIGHLANDER PAIR 


ers and dryers feature squared-off 
front panel and wrap-around toe- 
board on A900 and A700 All-Fabric 
washers and matching DE and DG- 
700 and DE and DG 701 dryers. 
The 500 series dryers are equipped 
with a control signal light, as is the 
top Super Highlander washer. All- 
Fabric washers and matching dryers, 


‘new products 








are available in pink, yellow, tur- 
quoise or copper. 

Prices: Highlander washers from 
$269.95 to $339.95; All-Fabric wash- 
ers, from $379.95 to $429.95. High- 
lander dryers from $209.95 to 
$279.95; Deluxe dryers range from 
$269.95 to $329.95. The Maytag Co., 
Newton, Iowa. 
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WESTINGHOUSE Dishwasher Line 


Three new portable and 2 built-in 
dishwashers are announced by West- 
inghouse. The new models have 30% 
more capacity and 24 more water 
power than previous Westinghouse 
models. Added capacity comes from 
a new design of the racking with the 
same basic tub. Water power in- 
crease is due to the new double wash 
and triple rinse systems. A clear 
rinse additive, injected into the 3rd 
rinse provides spot-free and streak- 
free drying and is standard on top 
portable and built-in models and op- 
tional for the others. 

All the new models have capacity 
for a service of 13 or a service for 
8 plus pots and pans. The new up- 
per rack can handle 36 glasses. 
Top portable No. SPC22R is the Reg- 
istered Roll About which has a hot 
water booster which assures 145 deg. 
water for the 2nd wash and the 3rd, 
final clear rinse, which has an auto- 
matic dispenser that injects a wetting 
agent. The double-fan drying system 
features forced air drying; air is 
heated to 190 deg. for sanitized re- 
sults. Also included is a multi-purpose 
faucet connector that permits the 
user to draw hot or cold water while 
the dishwasher is operating. Styled 
with a plastic laminated top it has 


a detergent storage compartment in 
the raised control center and a hose 
and cord storage compartment at the 
rear. 
Deluxe Roll About No. SPC22D also 
has the 145 deg. hot water booster, 
double wash and triple rinse; de- 
tergent storage compartment and 
hose and cord storage at rear. 
Custom Roll About No. SPC22C has 
double wash and triple rinse; single 
operating control, without the raised 
control center. It is designed to be 
stored under a 36-in. countertop. 
All portables are 22%4 in. wide; 
27 in. deep; 331% in. to top of lid; 
the tub is alkali-resistant porcelain 
enamel. 
Top built-in, No. SUC24D, Imperial 
Roll Out has the hot water booster ; 
new clear rinse; automatic wetting 
agent dispenser; double fan drying 
system. Custom Roll Out, No. SUC- 
24S has the wetting agent dispenser 
optional at extra cost. Both models 
come in white, yellow, aqua, pink, 
brushed chrome and “coppertan” 
metal front panels or with an Heir- 
loom maple wood that matches West- 
inghouse cabinets. Both models are 
24 in. wide and have _ porcelain 
enamel tubs. Westinghouse Electric 
Corp., Columbus, Ohio. 
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GLO-TEMP Portable Oven 


A compact, modular oven by Co- 

lumbus Stove uses regular 110v cur- 
rent to bake, roast, or broil and can 
be used wherever there’s a 110v 
outlet. 
MO-115 “Glo-Temp,” unit can be 
mounted on wall, or placed on a 
countertop or cart for maximum 
portability. Measuring 29% in. wide, 
17% in. high and 16%4 in. deep, it 
conserves work space, yet gives more 
oven area than many full-size ranges, 
according to Columbus. Simplified 
controls include a precision thermo- 
stat, Telechron timer-clock with 
push-button settings, and single dial 
temperature control. 

Other features include a _ stain- 
resistant, textured vinyl exterior 
surface and a mirror-chrome rear 
panel that lend an attractive decora- 
tor touch; plus an adjustable tray 
for smokeless broiling, and a one- 
piece wrap-around oven of acid- 
resistant porcelain for uniform heat 
distribution. 

Price: “‘Less than $100.” Columbus 
Stove Co., Columbus 24, Ohio. 





WASTE KING UNIVERSAL 
Disposer 


A new food waste disposer that 
disposes of large bones in %4 time 
and less noise is announced. 

The new design of the “heart” of 
Waste King’s Imperial Hush model 
accounts for greater speed and less 
noise. Unit has king size capacity, a 
grind ring design, a new pattern of 
cutting edges, and a new turntable 
with movable impellers. Turntable 
rotates at 1,725 rpm. Completely 
encased in a noise deadening white 
polystyrene shell, lined with % in. 
of Silicon fibre sponge, the Imperial 
features include placement of rubber 
cushions at all metal pipe connec- 
tions and suspension of unit from 
patented vibration-absorbing Hycar 
sink hole mount*ng. Waste King 
Corp., 33800 E. 50 St., Los Angeles. 
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FEDDERS 1962 Air 
Conditioner Line 


The 1962 Fedders air conditioner 
line has over 100 models in 9 series. 
The new line consists of 6 chassis 
sizes with models ranging in cooling 
capacity from 7,000 to 32,000 Btus, 
and includes casement, heat pump 
and through-the-wall models as well 
as 115, 208, 230v window models. 
Heading the window models are the 
Conquest series, a group of 8 models 
of various capacities and a new 
series of 8 high-capacity models in- 
cluding 2 heat pumps. 

The Orbital Cooling System bridges 
the gap between Btus as measured 
in a laboratory, and actual working 
comfort. With its air circulation, the 
Orbital Cooling System changes and 
processes air more rapidly and 
efficiently, and reduces noise. 

The 77-Second Installation System is 
standard equipment in nearly all 
1962 models, but the new high- 
capacity series, the Everest series, 
and 1 casement model. 

The decorative front on many 
models presents a solid panel covered 
with decorator fabric. On _ these 
models the WeatherWheel grille and 


EVEREST SERIES 


WeatherBureau pushbutton controls 
are retained. The new high-capacity 
series have a new grille with a verti- 
cal control panel of 3 rotary controls 
on the left front. Everest series has 
been completely re-engineered. 

In addition to straight cooling 
models, Fedders has an extensive 
choice of heat pump units, both win- 
dow and through-the-wall. Two heat 
pump models in the high-capacity 
series have heating capacities of 
18,500 and 24,000 Btu per hr.; 2 
Everest have capacities of 28,000 
and 32,000 Btu per hr. 

Four Seasons series of window and 
through-the-wall models feature a 
heat pump that operates at zero 
temperature. Equipped with supple- 
mentary resistance heat, the Four 
Seasons is an efficient method of year 
‘round temperature control for in- 
dividual rooms. 

Through-the-wall series has been de- 
signed for fast, easy installation in 
existing and new homes with walls 
up to 10 in. thick. Available in 9 
models, including the Four Seasons 
and 3 other heat pumps, this series 
features a special cabinet with side 
louvers. Fedders Corp., 58-01 Grand 
Ave., Maspeth 78, N.Y. 





Make money fixing appliances 
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rect them. 


This Library pre- 
sents an expanded 
version of Brock- 
well’s popular series 
in Electrical Mer- 


chandising Week. ances quickly, 
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OUPON TODAY! 


MAIL C 


McGraw-Hill Book Co., Dept. EM-9-11 
327 W. 41 St. New York 36, N.Y. 


Library for 10 days’ examination on ap 
proval. If satisfied, I will remit (check 
one) () $10.45, or () $5.45, followed by 
$5 in « month. Otherwise I will return 


books postpaid 


Includes helpful facts on how to 
start your own business and 


MAKE IT PAY! 


Here’s wide open opportunity for men with the kind of training 
this practical library gives—doing quick, efficient profitable repair 
work in the growing appliance field. The library covers all kinds 
of appliances, from washers and refrigerators down to hand irons 
and toasters—shows you the facts about how they are constructed 
and work, needed by the serviceman—and gives step-by-step in- 
structions for finding the causes of breakdowns and how to cor- 


Written by a man with 28 years’ experience 
in the field, this Library gives right-to-the- 
point information—shows you tested meth- 
ods of troubleshooting and repairing appli- 
efficiently, and safely. It 
concentrates on types of appliances that 
make up the bulk of the business—covers 
both 115- and 230-volt appliances—shows how 
to build and use test equipment. Covers 
basic fundamentals of each appliance so 
carefully that you can repair any appliance 
regardless of make or model. Shows how 
to set up shop and how to make it pay 
- increase your skill and your income! 


Print name 
Address 


Company 


Position 
For price and terms outside U.S.A., 


! 
| Send me Brockwell’s Appliance Servicing City 
I 
! 
! 
oe 


write McGraw-Hill Int’l N. Y. C. 
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This is just the kind of information you need to get a job in a 
dealer’s service shop or to go in business for yourself. Besides the 
direct methods of doing troubleshooting and repair work, the 
library gives you special pointers—from such things as professional 
testing methods and safety measures to tips on getting business, 
making service calls, and refurbishing appliances for resale. 


APPLIANCE SERVICING 
it ie omm we LIBRARY 


EASY TERMS: $5.45 in ten days; then $5 the following month 


Gives you 
the 
know-how 
you need 
to repair: 


cord sets 
irons 
toasters 
mixers 
roasters 
coffee makers 
& percolators 
waffle irons & 
sandwich grilis 
rotisseries 
conventional 
washers 
automatic 
washers 
rotary ironers 
dish washers 
disposers 
electric dryers 
electrie ranges 
electric 
water heaters 
e refrigerators 
& freezers 
© room air 
conditioners 
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EM-9-11 
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lo-Jomp 


modular electric oven 


e PLUGS INTO 110-VOLT OUTLET 
e BAKES, ROASTS, BROILS 
e HAS NO LIMITS ON LOCATION 


YOUR B-1-G 


PROFIT OPPORTUNITY! 
— SS. 


SUGGESTED 
RETAIL PRICE 


SLIGHTLY HIGHER 
WEST OF THE MISSISSIPPI 


Call, Write, or Wire, Dept. EMW-1 


COLUMBUS STOVE COMPANY 


COLUMBUS 24, OHIO 
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HARDWICK Gas Ranges 


A new line of slide-in gas ranges 
for style-conscious consumers is an- 
nounced by Hardwick Stove Co. 

The ‘‘Trend”’ series are especially de- 
signed free-standing ranges that fit 
neatly between 2 standard kitchen 
cabinets to achieve a built-in look 
without the custom cost. They re- 
quire no special cabinet cut-outs and 
can be installed as inexpensively as a 
free-standing range. “Trend” Slide- 
Ins supplement Hardwick’s extensive 
line of built-ins and are finished in a 
selection of 5 colors: coppertone, 
pink, turquoise, white or yellow. 
Available in 2 sizes: One 30 in. wide 
with a 24-in. oven, the other a 20-in. 
wide range for use in small space. 
They are available for immediate 
shipment. Hardwick Stove Co., Cleve- 
lund, Tenn. 





PENTRON Stereo Tape 
Recorder-Player 


A new lightweight, completely self- 
contained stereo tape recorder and 
playback system, “Pentron 880’, in- 
corporating a new “Ad-Asound” fea- 
ture to add voice, music or special 
effects for teaching purposes is an- 
nounced by Pentron Electronics. 

It weighs only 28 lbs., and con- 
tains 2 hand-wired amplifiers and 
pre-amplifiers, 2 full-range speaker 
systems (1 in a detachable lid), 2 
microphones, plus a fool-proof push- 
button controlled tape transport 
mechanism, all packaged in a molded 
fibre case measuring 14x74,x14%% in. 

The compact unit can record and 

immediately play back in stereo, hi-fi 
, and \% track tapes of live per- 
formances. In addition, special in- 
puts permit recording stereo FM- 
multiplex broadcasts and standard 
monaural radio, as well as the addi- 
tion of voice, music or special sound 
effects to pre-recorded tapes for 
teaching purposes. 
Price, $369.95 complete with micro- 
phones, connecting cables, a reel of 
blank tape and a take-up reel. Pen- 
tron Electronics Corp., 777 S. Tripp 
Ave. Chirago 24. 
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ENTERPRISE Gas Range 


Top-of-line model for fall selling 
has Trimline backguard, spill-proof 
top; tapered chrome handles; ceramic 
patterned oven window. Phillips & 
Buttorff Corp., Nashville 3, Tenn. 


PACKARD Bell TV Sets 


Two new Packard Bell sets are: 
Convertible TV—23 in. No. 23DC-12 
can be operated manually or con- 
verted to wireless remote control in 
less than 3 min. without tools. Avail- 
able in Stratford mahogany, Colonial 
maple and Scandia walnut. 








Portable TV with timer, No. 19T-7, is 
a 19-in. portable and features com- 
puter dial, telescope monopole an- 
tenna, and 3-hr. sleep-switch timer. 
Jet black, ivory, or desert tan. Pack- 
ard Bell Electronics, 12333 W. Olym- 
pic Blvd., Los Angeles 64. 

LEFT: NO. 23DC-12 CONVERTIBLE 

ABOVE: NO. 19T-7 PORTABLE WITH TIMER. 








We're living in a needing, buying, growing America—a 
time for new and improved products and services —the 
creation of new jobs. More than ever, a businessman with 
an idea, with the urge for something better will move ahead 
with our expanding economy. 

But after the idea, what follows can be a costly ‘period 
of research and development. Not necessarily— if you use 
the immense 9-billion-dollar fund of research and patent 
information that's available at your U.S. Department of 
Commerce. Think of the saving — in time and money. 

For example: there are reports on extensive research by 
your Government in new products and processes. A trans- 


lation of data on inventions and discoveries abroad — infor- 
mation on over 3 million patents—a fortune in patents 
owned by your Government. All this is yours — for your use 
and your benefit. 

Take advantage of the many ways in which your business 
can grow. In developing new products and services. In the 
lucrative foreign markets. In new U.S. markets. In attract- 
ing new industry to your local community. Just phone or 
write the U.S. Department of Commerce Office of Field 
Services in your city, or Washington 25, D.C. Your 
U.S. Department of Commerce is always ready to? 
help you grow with America! 


NOW’S THE TIME TO GET GROWING IN A GROWING AMERICA! 
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For’62 Sylvania brings you the help of 


America’s 


THE STOCKHOLM Picture-Com- 
puter TV Model 23151: Velve- 
tone reflection-free picture. 
Woodbiend Halolight®. Mutl- 
tiple speakers. international- 
style cabinet in wainut veneers 
and hardwood solids. Remote 
Controt optional. 23” picture 
tube (over-all diagonal meas- 
urement. 275 square inch view- 
ing area). 


This year Sylvania has earned the Good Housekeeping 
Seal of Approval—a world-famous assurance of qual- 
ity, and prime mover of merchandise for more than 
50 years. Point it out to your customers and they'll 
have even more confidence in you and your product. 
Even more authority and conviction will be added to 
your sales presentation. And most important — sales 
will be quicker and easier. 


most powerful symbol of quality 


Pius TV's biggest warranty* 


Every Picture-Computer TV console and table model 
comes with a full 90-day warranty on parts and tubes, 
a full-year warranty on Sylvania Silver Screen 85 pic- 
ture tube, a five-year warranty on the power trans- 
former and circuit board, and a lifetime warranty on 
HaloLight surround lighting. 


--.-and we're telling 41 million people 


In GOOD HOUSEKEEPING, LIFE, TV GUIDE, 
SPORTS ILLUSTRATED, HOLIDAY and SUN- 
SET, we're helping you sell Picture-Computer with 
spreads and pages, plus an 8-page blockbuster in 
CORONET magazine. 


Quality you can bank on in TV, radio, and stereo high fidelity. 


SY 


SUBSIDIARY OF 


\ 


GENERAL TELEPHONE & ELECTRONICS 
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EXCLUSIVE PICTURE-COMPUTER TV 
SELLS EASY AS 1-2-3 

1. It memorizes every factor of fine-tuning and 

automatically gives a perfect picture every time. 

2. It is built with computer quality to eliminate 

the major causes of TV breakdown. 


3. It’s the first TV with new Velvetone reflection- 
free screen. 











*During warranty period, upon return of Sylvania TV to Sylvania 
Distributor or Dealer by original buyer, who registered set within 
five (5) days of purchase with authorized Sylvania TV Distributor, 
and after prepayment of shipping costs, Sylvania shall provide re- 
placement part if, in its opinion, part is defective in materials or 
workmanship under normal use, was not repaired, altered, misused, 
neglected nor damaged, and serial number unchanged 


Sylvania Home Electronics Corp., Batavia, N. Y. 


LA 
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: d di t With a little initiative you can make these ideas work for you. 
| ea iges Each one was profitable to the dealer who first used it. 





Three Signs That Sell 


The Idea: Outdoor color TV sign by Larry’s TV, 
Pomona, Calif. 


How To Do It: When it came time for Larry’s to 
replace its old outdoor sign with something 
more modern, identifying the store with color 
TV was of utmost importance. This lighted sign 
did the trick: At night each letter of “Color” 
shines a different pastel color; during the day it 
is a bright white on a five-color pastel back- 
ground. The word “TV” is outlined in neon. 


The Results: A jump in the sale of Color TV since 
the new sign was installed. 





The Idea: In-store sign to promote air conditioners 
by Carrier Corp. dealer Robert Harris, air condi- 
tioning manager of local Montgomery Ward store 
in St. Petersburg, Fla. 


How To Do It: Several long pieces of light plastic 
tubing were painted with arrows and the words 
“follow this arrow to our cooling center.”’ Pieces 
of tubing were joined together and laid across 
counter tops from outside store to air conditioner 4 
display area. Then long tube was filled with [ff =e, / 
helium to form an eye-catching sign at ceiling | he. a 


3 | vad Pl Place Mace - 
level. x oe mn 


The Results: Manager Harris said the sign was 
well worth its cost during the week-long “Air 
Conditioning Carnival.” A circus tent outside the 
store attracted crowds and the sign got them 
into the store for demos and sales. 


~~ 








The idea: Truck sign plugging service by Lee’s peared in newspaper ads for Lee’s. Now the same tomers want more than just any old repair man. 
TV Service, Compton, Calif. slogan is displayed on all of the store’s service The wide use of this sign identifies the store 

and delivery trucks and on all letterheads. with that “something more.” More calls for serv- 
How To Do It: The slogan “a service technician ice now go to Lee’s and many service customers 
you can have confidence in” almost always ap- The Results: The people at Lee’s feel that cus- turn to Lee’s for new sets. 
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ONLY Westclox, world’s largest maker of clocks and 
watches, offers these|1-2-3\extra profit opportunities 
in addition to a top selling line of best-known, best- 
made, best-promoted merchandise. It’s the NEW LOOK 
of Westclox designed to produce BIGGER pas — 
and BIGGER profits for you! 


l FREE! DIALITE DUNBAR 2 Bm 
: $6.98 retail value with : 3 
purchase of 18 assorted 

Westclox clocks retailing 

at $4.98 or over. : 





















































: 2 > FREE! TRAVALARM 
y I : 3 Fo: retail value $7.98 with 
ial a : ae =—S ~—severry ‘dozen purchased 


Pull extra dollars from one 
of the hottest clock ma Dre 
...the market for travel 
alarms. Scorching during 
back -to- fae a time ae at 
Christmas. Order sie om yo 








wliskakekes salesman gta 


; : , * : 
: Dial glows in ew Westclox series. § FREE! SANTA CLAUS retail value $8.95 when you 
Bese Beer t> rent /round the: buy an additional 12 assorted clocks retailing at $4.98 
wn & 
above, retailing at $6.98. Dialite * ald over, or Six Westclox watches. Large 15 inches, Joly, 
@ eisag ty big xclusive Sleep Selec Bag Mabe sad aie neers of foam rubber Ba n feature him 
r, $7.98. Di scien ows cenad eth e in Chri tr di 2 ea S a prize in a s se pn affic- bu ‘ldin ng 


. al a and enhanced with § contest. Sell him o iiiviaht tot extra mo ae Oe wes him home, 
e solid walnut side panels, $12.95. e ne oy for the kids. 
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IN THE/NEWS 


DuMont Emerson Corp.—George Cohen 
was promoted to vice president— 
sales for the marketing subsidiary 
of Emerson Radio and Phonograph 
Corp. He formerly was director of 
sales for the DuMont division. 

At the same time, announcement 
was made of the promotion of George 
Hakim to vice president in charge of 
DuMont sales. He had been western 
regional sales manager. 

Robert A. Harris was named sales 
engineer. He will work on merchan- 
dising programs involving Granco 
FM radios and FM car radio con- 
verters and Telectro tape recorders. 
Harris formerly was a regional sales 
manager for Telectro Industries 
Corp. 

James W. Shackleford was ap- 
pointed southern regional manager. 
He had been regional sales manager 
for Allen B. DuMont Laboratories. 


Maytag—George E. Rodier was named 
manager of Maytag Co. Limited’s 
parts and service department in Win- 
nipeg and Herbert E. Pelzer was 
named to succeed him as a regional 
manager of the company’s western 
Canada branch. 


Hotpoint-—J oseph E. Horak was named 
general manager of the Hotpoint 
sales and distribution department. 
Horak formerly was general manag- 
er of Hotpoint’s distribution depart- 
ment. General manager of the sales 
operation was John F. McDaniel, 
who has resigned. The functions of 
the sales department have been as- 
signed to Horak, who came from 
General Electric, Louisville, to Hot- 
point in 1959 as general manager, 
distribution. 


General Electric—Robert A. Sestero, 
formerly manager of distributor pro- 
grams for G-E central air condition- 
ers, was appointed manager of adver- 
tising and sales promotion. 


Speed Queen—Kenneth Bucher, as- 
sistant service manager, was named 
to succeed Joseph Groshans, commer- 
cial sales manager for Speed Queen 
since 1957, who has retired. James 
Kuehn, a field service engineer, was 
named to succeed Bucher as assist- 
ant service manager. 

LeRoy Grahn was appointed as- 
sistant commercial sales manager 
and Carl Zick was named to the new 
post of parts manager. All the Speed 
Queen title changes take effect Jan. 
1, 1962. 


Columbia Records—Harvey Schein 
was named to the newly created posi- 
tion of general manager of the Co- 
lumbia Records International. He had 
been general attorney for the com- 
pany. 
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DISTRIBUTOR 
NEwS 


Graybar Electric Co., Inc., has named 
D. E. Clisbee as acting manager of 
the company’s Gulf Coast district 
with headquarters in Houston, Tex. 
He will replace District Manager V. 
R. Young who retires Jan. 1, 1962. 

Glen E. Moore was appointed man- 
ager, Zenith Sales, for the company’s 
southern district with headquarters 
in Atlanta, Ga. 
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CASWELL SPEARE pustisHer 


DALE R. BAUER ADVERTISING SALES 
MANAGER 


Philip G. Weatherby, General Manager, 
Home Goods Data Book; Robert P. 
Green, Director of Creative Marketing; 
Henry J. Carey, Director of Market Re- 
search; Peter Hughes, Production 
Manager; Marie Restaino, Production 
Assistant. 


DISTRICT MANAGERS: 


NEW YORK: Philip G. Weatherby, San- 
ford Wiedenmayer, 500 Fifth Avenue, 
N.Y. 36, N.Y., OX. 5-5959. 


PHILADELPHIA: H. Sherman Davis, 6 
Penn Plaza, Philadelphia 3, Pa., LO. 
8-4300. 


ATLANTA: Raymond K. Burnet, 1375 
Peachtree St., N.E., Atlanta 9, Ga., 
(Atlanta) 875-0523. 


CHICAGO: Edward J. Brennan, Bruce 
Tepaske, 645 N. Michigan Ave., Chi- 
cago 11, Ill., MO. 4-5800. 


DALLAS: John Grant, 901 Vaughn 
Bidg., Dallas 1, Tex., RI. 7-5117. 


DETROIT: Robert J. Scannell, 856 
Penobscot Bidg., Detroit 26, Michi- 
gan, WO. 2-1793 


HOUSTON: Joe Page, W-724 Pru- 
dential Bidg., Houston 25, Tex., JA. 
6-1281. 


LOS ANGELES: Noel Humphrey, 1125 
West Sixth, Los Angeles 17, Cal., HU. 
2-5450. 


SAN FRANCISCO: Thomas H. Car- 
mody, 255 California St., San Fran- 
cisco 11, Calif., DO. 2-4600. 


PORTLAND: Scott Hubbard, Pacific 
Bidg., Yamhill St., Portland 4, Ore., 
CA. 3-5118. 





Nobody But 
Gives You So Much To Sell... 
or Makes Selling So Easy For You... 


Here’s a quick check list of entire Martin Gas Heating Line. 


Unless you are com- 


pletely happy with your volume and profits, better study it carefully because it can 
open up a bright new sales world for you. 





New Duo-Vent Thru-the-Wall Models—Now 
three sizes. Combines space heater economy and 
central heat advantages. Saves up to 70% 
installation costs. 


Vented Circulators — Six sizes, two series, 
one with Continental Console styling. 


Vented Radiant Circulators —Three sizes, 
Continental Console styling. 


Safety Cabinet Series—Three sizes. Safe for 
children, pets, draperies. Remains “touch-cool” 


after hours of operation. 


Vented Wall Heaters —Five models, including 


With a complete line like this . 


two dual wall heaters. Combustion chambers have 
20-year guarantee against burn-out. 


Floor Furnaces—Three models. 20-year 
guarantee against burn-out in combustion chambers. 


Unvented Space Heaters — Three radiant series. 
Nine sizes. 


Gas Fyrelogs—Choice of oak or birch. Two sizes 
Available with andirons. 


Odorless and Smokeless Gas Incinerators — 
Choice of brick or. ceramic coated steel lining, 
both guaranteed 5 years against burn-out. Avail- 
able in five models, including outdoor builder's 
model. 


. with features like Lifetime Porcelain finish, High 


Fidelity Heat and Continental Console styling — with time-tested Martin quality 
behind their beauty of design, you'll sell more. And — you'll profit more from what 
you sell. For proof, and catalogue, write today. 
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COMPLETE 


AMERICA’S MOST 


STAMPING & STOVE COMPANY 


HUNTSVILLE, ALABAMA 
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Motorola answers 
are asking about 
23-inch rectang 





@ How soon will new slim sets made possible by this tube be available for sale? 
A That depends on how fast tube manufacturers take advantage of Motorola’s offer 
® to share its know-how with them. Motorola is not in the tube-manufacturing busi- 
ness and has no intention of going into it. 


e If you’re not going to make them, why did you bother developing the new tube? 


A Somebody had to break the log jam that was holding up progress in color TV. Our 
a early pioneering in color TV produced 14 basic patents. Two of these are actually 
the “heart” and “brain” of every color television set sold today. Our recent concen- 
trated engineering effort was primarily a demonstration of what we felt could 
be done by this alert and progressive industry. We know that anything that’s good 
for the industry is good for Motorola. 


Q. How was Motorola able to crack the problem when nobody else could? 


A Several other research-minded companies could have, but hadn’t done so to date. 
© Our interest in color TV is such that we felt the obligation to point the way to a 
new era in its development. 
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questions dealers 


‘its remarkable new 
ular color TV tube 





Streamlined color television set made possible by Motorola’s new 23- 
inch, 92-degree rectangular tube. This prototype model, in a cabinet 
by Drexel, illustrates what is possible as soon as tube manufacturers 
are geared to mass-produce the Motorola tube development. 


New Motorola development 
of rectangular color TV tube now 
permits modern cabinet design 




















NEW MOTOROLA TUBE has no space-taking 
area to mask or cover up. It is approxi- 
mately 5 inches shorter in length than the 
one used in present color sets. The Motorola 
23-inch rectangular color TV tube (overall 
diag. meas., 283 sq. in. viewing area) follows 
the industry standard of black-and-white 
picture tubes. Shorter overall dimension 
makes possible more compact, better styled 
cabinets for family living rooms. 


SIDE VIEWS 


Color TV sets now being sold 
require large, boxy cabinet design 
because of round color TV tube 




















PRESENT-DAY TUBE, with its round design, 
must be masked to present a rectangular 
picture. As the diagram of the round tube 
shows, of the approximately 21 inches of 
overall diameter, only 15% inches are view- 
able picture area. In addition, this tube 
requires a separate safety glass which, with 
the framing mask, adds up to an extra 2 
inches to the tube, thus adding even more 
bulk and boxiness to the set. 


© MOTOROLA 


how (cador in the Cvely art of, electhonicS 
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YOUR GREATEST ASSET IS OUR QUALITY PERFORMANCE! 


NEW MIRACLE TOUCH CONTROL 
... Just touch a key and turn a dial... 
no gadgets, no guessing 

... just simplicity! 


WASHERS 


o [=-}1 6] al=10 in Ke) am ©) g0)-) ol -1ea8s 
who want the finest! 


And more and more will insist on top-of-the-line when you 

tell them about these new automatics. Sell up with the new 

Miracle Touch* control, easiest way ever to really clean 

washes, with 11 self-setting cycles. Sell up with the exclu- 

sive Magic-Mix* dispenser filter that really works; with 

the automatic bleach and rinse conditioner dispensers. Sell 

up with the washing action of exclusive Surgilator® agita- 

tor. Sell up to operating economy with water-saving infinite 

water level control and soap-saving Suds-Miser®. Sell up 

to these high-margin automatics that look and act the part. 

Performance, construction, appearance . . . these new 

RCA WHIRLPOOLS have more that homemakers want, more 

your salesmen can sell. Contact your distributor today 

and get the whole story on these profit-plus RCA WHIRLPOOL 

imperial Mark XII —_ high-end automatics. *Tmk. 

Model LIA-92 


(Model LJIA-97 


Join up!... it’s easier to 
with Suds-Miser) 


sell RCA WHIRLPOOL than sell against it! 


Imperial Model LJA-91 —al 
5 self-setting push-button 4 CORPORATI ON 
cycles, bleach and rinse condi- 
tioner dispensers. (Model 
LJA-96 a: orl 5 ADMINISTRATIVE CENTER, BENTON HARBOR, MICHIGAN 


‘4, 


A\\r 


Manufacturer of RCA WHIRLPOOL Automatic Washers e Wringer Washers e Dryers e Washer-Dryers e Refrigerators e Freezers 
Ice Cube Makers e Ranges e Air Conditioners e Dishwashers e Food Waste Disposers e Dehumidifiers « Vacuum Cleaners. 


Use of trodemorks & 4 and RCA authorized by trademark owner Radic Corp 


oration of Americ 
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‘Let The Discounters Come’ 


CONTINUED FROM PAGE 5 
downtown shopping area. It is a 
mill-type discount outlet, predomi- 
nantly soft goods, with traffic, but 
no major appliances. Selling is on 
the first floor and in the basement. 
Customers use shopping carts. There 
are few clerks and a single check-out 
station at each of two entrances. 
The store has been competitive 
with several of the downtown depart- 
ment stores. One unsuccessfully tried 
to compete on price. The success of 
this operation shows that a mill-type 
operation can exist near a traditional 
downtown shopping area. Easy Bar- 
gain Center draws both from that 
area and from the relatively low- 
income neighborhoods around it. 


Dicksen’s Distributors, Inc. 


The newest discount operation in 
Syracuse is a catalog house in the 
department stores’ front yard. Dick- 
sen’s sells anything from quarter- 
inch drills to two carat diamonds. 
Only card-carrying members are sup- 
posed to be able to make purchases, 
but the only requirement for becom- 
ing a member is the desire. 

Having started only last month, 
Dicksen’s hasn’t affected the market. 
But since it does not carry major 
appliances because of the costs of 
shipping, the store is not expected 
to worry appliance dealers. The tar- 
get is the office worker who has been 
buying at the department store. 


Marden’s 


Tom Marden operates a Hotpoint 
and Philco white goods dealership 
half-way out of town on one of the 
main highways leading into Syracuse 
from the suburbs. With a_ broad 
background in the appliance business 
as a former district manager for 
an independent Hotpoint distributor, 
Marden is convinced that service 
and good customer relations are the 
keys to combating discounters suc- 
cessfully. Some of his points are: 


“We gather customers on a closer, 
personal level. We can’t compete with 
discounters’ prices and give the serv- 
ice the customer should have. We are 
succeeding in convincing customers 
of the value of this service,’ Marden 
says. He has his own service depart- 
ment equipped to service any make 
of appliance, but he concentrates on 
his own customers and brands. 

“Tf you don’t believe that customer 
relations are important, explain 
Sears’ success. They get their price 
which is higher than any discount 
price because they have convinced 
customers that service is worth it. 


“Location isn’t everything. We don’t 
have big signs and we get little foot 
traffic but our reputation for service 
is growing, and when anyone does 
walk in, we are pretty sure he’s here 
to buy an appliance. Giving an in- 
stalled price is another service of 
ours. Discounters can’t touch this. 
We work with a small cabinet maker 
and take all the small jobs we can.” 


Shoppers Fair 


Shoppers Fair, with a deluxe in- 
stallation near two suburban shop- 
ping centers, is the self-service, dis- 
count department store type of oper- 
ation. The first unit was built about 
three years ago. The second last 
year. While Shoppers Fair has major 
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appliance departments, it can’t get 
the lines that are popular in Syra- 
cuse. The store answers people who 
ask for a brand it doesn’t carry: “If 
we can’t give you a discount on a 
product, we won’t carry it.” 


Chappel’s 


Chappel’s department store dropped 
appliances from its downtown o; _a- 
tion in 1952. The store tried again 
when it opened a branch in a shop- 
ping center north of the city. Ap- 
pliances sales continued to be less 
than satisfactory, so three years ago 
Chappel’s leased the appliance de- 
partment to Bob Sweet, a veteran in 
the appliance business. Sweet had 
been a factory and distributor rep- 
resentative for most of his business 
career before going into the retail 
business. His first venture was as a 
partner with another dealer who had 
been an outstanding factor in TV 
sales in Syracuse. Since he leased 
Chappel’s appliance department three 
years ago, his business has quad- 
rupled. Here are some features of 
Bob Sweet’s operation. 


“Carry a minimum number of lines,” 
is Sweet’s advice. He feels it is bet- 
ter to specialize in one line and sell 
it hard than try to compete with the 
number of lines a discounter can 
carry. “People are often confused by 
too great an assortment of products 
that really aren’t very different,” he 
says. By limiting his lines Sweet 
knows that he becomes important to 
his distributors and is able to take 
greater advantage of their facilities. 


Leasing has advantages that a dealer 
starting in business can use very 
profitably, according to Sweet. For 
one, the store image is already estab- 
lished. This not only provides condi- 
tioned customers but makes the ap- 
pliance advertising dollar stretch 
farther. Another advantage are the 
credit facilities. Chappel’s carries its 
own charge accounts, making it 
easier and faster for Sweet to close 
sales. Just as important, customers 
realize that Chappel’s knows their 
credit ratings, so bad risks don’t 
waste Sweet’s selling time. People 
who shop in department stores know 
they can cancel an order easily. 
Sweet gets around this after getting 
a down payment, by sending out a 
thank-you card and a copy of the 
signed order. This tends to wrap up 
the transaction. There are some pos- 
sible disadvantages to leasing, such 
as not being able to build one’s own 
image and the temporary nature of 
all leases, but Sweet is not worried. 


Competing with discounters is a prob- 
lem, but Sweet has found that shop- 
pers telephone department stores to 
check prices. Sweet always answers 
the call and usually manages to get 
the people into his department. He 
offers to call at their homes, but 
most of them come to him. He likes 
shoppers. After a sale, Sweet always 
follows it up to see that the appli- 
ance is working satisfactorily. He 
feels this personal touch, plus good 
service, are things the discounter 
cannot provide. 

Another department store trying 
to compete with the discounters es- 
tablished a bargain basement. “‘This 
is not the answer,” says Sweet. “It’s 
like dampness in your cellar that’s 
going to spread through the entire 
store.” 





loTemp 


modular electric oven 


e PLUGS INTO 110-VOLT OUTLET 
e BAKES, ROASTS, BROILS 
e HAS NO LIMITS ON LOCATION 


YOUR B-1-G 


PROFIT OPPORTUNITY! 


SUGGESTED 
RETAIL PRICE 


SLIGHTLY HIGHER 
WEST OF THE MISSISSIPPI 


Call, Write, or Wire, Dept. EMW-1 


COLUMBUS STOVE COMPANY 


COLUMBUS 24, OHIO 








Model 1706 


| Lifetimer Ili $29.88* 


‘Emerson 

AUTOMATIC 

SLEEP-SAVER 
RADIO 


. the pace-maker of the industry! Sleep 


Switch that shuts radio off Ssiaiat sciiaae with music or conventional alarm 
* “Sleep-Doze” 


trol © Fashion-finished cabinet in choice of decorator colors. All Emerson clock and 


Button for 7-minute intervals of extra snoozing * Robot appliance con- 
table radios are visibly different in design and features making them your best line for 


step-up sales. Write, wire, or phone your Emerson distributor today! 


*Suggested list. Slightly higher in some areas 


|S) EMETSOD 0255: 111 20 yo 9.0 
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SPECIAL INTRODUCTORY OFFER: SEPTEMBER 1 to NOVEMBER 30 


EARN 11% 
EXTRA 
PROFIT 


\au 


WITH ALL-NEW 


CHROMALOX OVEN UNIT PACKS 


Here’s a chance to give better service at an extra 11 percent gross profit 
above your regular discount with the new CHROMALOX Oven Unit 
Pack. This special, profit-building offer runs from September 1 to 
November 30. Each handy CHROMALOX Oven Unit Pack (shaped 
like a lightweight beverage carton) contains five sturdy compartments 
holding eight tubular bake and broil units—six fast-sellers supplied 
by CHROMALOX, leaving space for others you might add. What 
versatility, what a natural for completing 90 percent of your sales 
calls fast in one trip with no irritating delay to the range owner! No 
need to return to the shop for a replacement unit: it’s already in the 
Oven Unit Pack! Check below the special introductory discount on 
each new CHROMALOX Oven Unit Pack. 


CHROMALOX OVEN UNIT PACK COSTS ONLY $30.95 NET 
VERSUS $53.35 LIST FOR SIX INDIVIDUAL CARTONS! 


ee 


OVEN UNIT PACK 
(21” long x.15” high x 10” wide) 


You get an extra 11 percent profit. 
Add the installation charge and your profit 
picture is even brighter carrying these 
fast-moving elements in the compact 
CHROMALOX Oven Unit Pack: 


RO-23A all-purpose bake 

RT-30 all-purpose broil 

ROG-30 plug-in bake for GE, Hotpoint 
ROP-27 three-prong, plug-in bake 
RTP-30 three-prong, plug-in broil 
ROU-20 U-shaped ide 


THESE SIX ELEMENTS AND $ 
COMPACT CARTON FOR ONLY... 30.95 


For more information, call your CHROMALOX distributor now! Ask for Bulletin M30100-6 
PLUS PROFITS WITH OTHER CHROMALOX REPLACEMENT UNITS 


WATER HEATER REPLACEMENTS 
—more types that fit more water heaters 
than any manufacturer. 








MICROTUBE ELECTRIC RANGE UNITS 
—fit all large and small openings on any 
electric range; heats in seconds. 


CHROMALOX 


ELECTRIC RANGE UNITS 


EDWIN L. WIEGAND COMPANY 


7525 THOMAS BLVD., PITTSBURGH &, PA. 


WM-10 


IN STOCK AT BETTER ELECTRICAL DISTRIBUTORS EVERYWHERE 
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/MARKET REPORTS 


EAST . . . WILMINGTON, DEL.— 
Appliance dealers in the Wilming- 
ton area have noted a steady up- 
turn in business. Sales during the 
summer were generally good, al- 
though there were times when things 
were plain spotty. Dealers were op- 
timistic about the fall trade and 
looking forward to the annual TV 
and appliance show, scheduled Oct. 
3, 4, 5 and 6, to get them off and 
running. 

“Pete” Chance at Wilmington Ap- 
pliance Co. said to date business was 
better across the board than last 
year. Volume was up in every cate- 
gory except TV. Chance’s firm spe- 
cializes in the trade-in plan on 
appliances~.and features it in its 
newspaper advertising. He reported 
the company’s own dependable serv- 
ice program had served to boost sales. 

Robert L. O’Neal, sales manager 
at Theodore S. Jones Appliance store 
in nearby Newark, claimed an up- 
swing in laundry, TV and refriger- 
ator sales in recent weeks. He added 
it was just a “fair season” for air 
conditioners. 

Bernie Zenker of Mt. Pleasant 
Appliance Center said air condition- 
ers and refrigerators moved during 
the hot weather spells. With busi- 
ness now about “fair,” he, too, was 
optimistic about the business pick- 
up now in progress. 

Millard Keil, appliance manager 
at Keil’s, reported more customers 
were now thinking about stereo, tele- 
vision and laundry equipment, with 
sales volume starting to rise. 


MIDWEST . . . OMAHA—Summer, 
1961, won’t soon be forgotten by 
Omaha appliance merchants. For 
each it held something special. 

For all it marked the beginning 
of the end of competition with the 
publicly owned Metropolitan Utili- 
ties District in the sale of major 
gas appliances. By actions of the 
Nebraska legislature, MUD and all 
publicly owned power utilities must 
get out of the appliance sales field 
by Jan. 1, 1963. Omaha Public Power 
District never was in retail sales, 
so it wasn’t hit. MUD has announced 
it will end sales this January. 

“No effect on business yet, but 
we’re watching and waiting,” said 
one dealer. It was no secret that 
MUD’s marketing was a longtime 
source of irritation for dealers. 

For “Murderer’s Row,” a_ two- 
block stretch on Farnam Street 
where five appliance dealers were 
situated, it was a murderous sum- 
mer. 

Fire put a damper on Nebraska 
Furniture Mart, one of the Row’s 
most successful appliance movers. 
Plans have not yet been announced 
for a re-opening. Flames roared 
through the shipping and carpet 
storage area at the rear, leaving 
the owner, Mrs. Rose Blumkin, with 
no choice but to shut down. 

“And it was a real, good summer 
while it lasted,” said appliance man- 
ager Robert Hefflinger. From push- 
ing Frigidaire and Hotpoint freez- 
ers and air conditioners (“They 
were moving well’), the Heffinger 
staff turned to cleanup. 

After 29 years, Paramount Radio 
closed its shop at the corner of 20th 
and Farnam Streets. Stock and em- 
ployees were merged into Para- 
mount’s new suburban store. The 


result: ““We’ve had the biggest and 
best sales summer in history,” ac- 
cording to a jubilant Paul Bartley. 
Two one-day sales saw more than 
$65,000 in merchandise move out. 

The loss of two competitors had 
little impact on business for a leader 
in Row sales—Sol Lewis’ store. “It’s 
been spotty,” said Mike Lewis, point- 
ing out business had been “nowhere 
near last summer.” 


FAR WEST .. . SAN FRANCISCO- 
OAKLAND BAY AREA—Appliance-TV 
sales in this section of Northern 
California have been on the increase 
for most dealers since June 15. Busi- 
ness was still spotty, but had picked 
up to about 5% below 1960 level in 
San Francisco and to about 7% 
above the level last year for sub- 
urban dealers. 

Laundry equipment sales were 
leading the upswing, with combina- 
tions showing some improvement. 
Refrigerattion, which had its best 
winter and spring for many a year, 
had dropped back to normal. Air con- 
ditioning was a big help to the few 
dealers who had stock when the area 
baked under the most severe heat in 
50 years. 

It takes advertising to move goods 
right now, both city and suburban 
dealers agreed. In San Francisco, 
General Appliance Co. kicked off the 
new month with a double-truck fea- 
turing a giant “Christmas in Au- 
gust” sale. In suburban Belmont, 
Ace Ray at Hilo Appliances ran a 
“nine-hour” sale in early July, sold 
54 pieces during those hours, and 
was still getting results five weeks 
later. ““You’ve got to nudge every- 
one these days or they’ll just sit back 
and save their money,” said Ray. 

Wanting to offer “values” had 
quite a few dealers in this market 
disgruntled. They didn’t like the 
manufacturers’ push on_ stripped 
models—the $99 dryers and the $169 
washers, and it wasn’t just because 
there was only 17% in those appli- 
ances for the dealers. They felt that 
the public doesn’t want stripped ap- 
pliances. They believe that most peo- 
ple have enough disposable income 
to pay more than those low prices 
for a dryer or a washer. What the 
people want is a good value—a wash- 
er or dryer with adequate features 
at a reasonable price. “A couple will 
go for a $250 washer for $219 when 
it won’t even listen to your story 
about the $169 model. In this area, 
no couple wants to be caught dead 
buying the cheapest model,” a Laf- 
ayette dealer commented. 

Areawide promotions continued to 
be factors that can raise the volume 
for any appliance by 5% to 10% 
in a month. Early reports on the 
freezer promotion sponsored in July 
by the Northern California Electric 
Bureau and PG&E showed that an- 
other all-time sales record may be 
set here. During the previous month, 
more than 54,000 people were 
brought into dealers’ stores to leave 
entry blanks for a contest that of- 
fered a South American and a 
Hawaiian trip to the top winners. 
During the contest, 1,103 retail 
salesmen made sales of five or more 
major appliance or TV _ sales to 
qualify for their prizes. In all, those 
salesmen sold 5,040 TVs, 3,706 auto- 
matic washers and 2,995 refrigera- 
tors. 
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“IT told him that I was a great admirer of Antonio Brilolini—Antonio’s the guy who’s 
painting my house .. .” 


“I’m sorry sir, it’s the policy of the 
house—no haggling.” 
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“T’m sorry, we don’t handle black and white sets.” 
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“Quick, Al—who the hell is Arnold Toynbee?” 
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“Keep on your toes, Frank, there’s a aver x 
scout from Beverly Hills in town.” “We aon’t readsthat sort of thing here, Garber. 


SEPTEMBER 11, 1961 





Always finat in quality ... mow tops uv beauty 
® 


NEW... GAS AND ELECTRIC RANGES 


THE BEST LOOKING . . . THE BEST COOKING ... 


THE BEST SELLING 


If you don’t know Enterprise, you owe 
it to yourself to find out more about 
this medium priced line with the fea- 
tures and quality of high priced ranges. 


Enterprise is built to exacting 

standards by skilled craftsmen 
who have been manufacturing 
ranges for over a century. 


Now this service-free quality has 
been teamed with beautiful, new, 
contemporary styling to bring you 
the greatest vaiue in free-stand- 
ing ranges anywhere. 





ELECTRIC 
36” SERIES 
MODEL 124A 


WRITE TODAY FOR NEW CATALOG 
Phillips & Buttorff Corporation 


Nashville 8, Tennessee 


36” SERIES 
MODEL 1624-A 








RCA Dealers Tell 


There was optimism in Chicago as 500 dealers, 
guests of RCA on a “color sales achievement 
holiday,”” told EM WEEK some of their secrets 
for color TV sales. To win the trip, each had sold 
more than 15 sets in a year. 


Over 50% of the dealers attend- 
ing RCA _ Victor’s “color _ sales 
achievement holiday” at Chicago’s 
Edgewater Beach Hotel credited 
free home demonstrations for the 
increase in color TV sales. 

Although price is a problem with 
the consumer, dealers questioned by 
EM WEEK indicated that it is grad- 
ually diminishing as the _ public’s 
hunger for color TV is on the up- 
swing. NBC’s 50% increase in color 
programming this fall will provide a 
varied and appetizing menu of color 
that could well push the sales ba- 
rometer to greater heights. 

Asked about Zenith’s entry into 
the color picture (EM WEEK, Aug. 
28, p 4), Bill Boss, RCA’s color TV 
coordinator, said, “They'll be more 
helpful than harmful—even with 
new dealers creating more competi- 
tion. But RCA will be adding more 
dealers and we expect to have 15,- 
000 by the end of the year.” 

RCA dealers were in apparent 
agreement. They anticipated in- 
creases of from 10% to 75%. Here’s 
what some dealers had to say when 
interviewed by EM WEEK: 

“We'll sell better than one set per 
day,” said Balie Griffith of the Balie 
Griffith store, Odessa, Tex. “We’ve 


sold 105 sets in the year-to-date, 
with four out of five being sold on 
our 48-hour free home demonstra- 
tion plan. Many customers are pre- 
sold and the rise in color TV _ pro- 
gramming will contribute to our 
expected increase.” 


“You've got to believe in color to sell 
it, or you’re dead,” remarked Mau- 
rice Schackman of Schackman Ap- 
pliance Co. in Dallas. “I’ve sold 75 
sets and will increase sales by 25% 
by next year, primarily because of 
color TV programs. I sell more color 
than I do consoles in black-and- 
white during the summer months 
and my best seller is in the $1,500 
class.” 

Schackman invites prospective 
buyers to his home to view color. So 
far he has found that it’s been pay- 
ing off. He added that “color is go- 
ing to save the appliance dealer; you 
can’t make money in white goods. 
Although business is good, profit is 
hard to get.” 

John Poole of Valley TV, the old- 
est dealer in Fresno, Calif., to sell 
and service color TV, expects a 75% 
increase in sales by next year. “I’ve 
constructed a special TV viewing 
room in the store and invite cus- 
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tomers to come in, sit down in the 
easy chair or sofa and watch a color 
show as they would do at home. On 
the walls, I’ve listed all the names 
and addresses of people in Fresno 
and surrounding towns who have 
purchased color TV. This feature, 
plus trade-ins, have helped me sell 
35 sets averaging $795 each.” 

Tom Platt of Platt Discount Store, 
Los Angeles, upped his sales 20% 
over 1960 and expects a 30% jump 
by 1962. 


“Home demonstrations have helped 
us move color TV,” said Platt, “and 
we expect to enlarge this operation. 
Yes, price has been a problem with 


the customer, but it’s not as bad as 
it used to be.” 
Price is no problem with Bill Mc- 


’ Laren with his three McLaren Auto 


Supply Stores in Mahoney City, Pa. 
“Price is being accepted,” said Mc- 
Laren, “and we get quite a few cash 
purchases. We’ll do 20% better next 
year and more color TV program- 
ming is going to be a big help. Other 
than giving free 90-day service on 
labor, our sales are split about even 
between home demos and ‘use the 
user method.’ ” 

Bob Vandermark of Van’s Appli- 
ances in Berwick, Pa., is confident 
that the new color TV programming 
“is to RCA’s advantage and it will 


EM WEEK GOT APPLAUSE FROM MANY DEALERS 
at the RCA meeting in Chicago for the maga- 
zine’s informative specification sheets and “chow 
to” booklets. A number of dealers said they cut 
out the spee sheets and mount them in their 
stores for customers to read. “They’ve helped 
change some doubts,” said one dealer, “and 
turned them into sales. We prefer these infor- 
mative items because we have confidence in the 
information divulged, more confidence in what 
EM WEEK tells us than in the information we 
get from the manufacturers.” 
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How They Sell Color Television Sets 


help to move eight out of 10 color 
sets. “We've sold 75 sets through 
home demonstrations, and if the eco- 
nomic picture in this area picks up, 
we expect to do better than 20% 
next year. 


“Color is here to stay,’’ exclaimed 
Jim Janettas, who is a partner in 
Ed Spadoni, Inc., Argo, Ill. “It’s 
been a shot in the arm to dealers and 
with plenty of enthusiasm on their 
part it can’t miss.” 

With a 20% increase over 1960, 
Spadoni is confident of a 35% up- 
swing in 1962. 

“Tf the customer has the interest 
to own a color TV set, there’s no 
problem in selling him .. . not even 


price. We’ve pushed home demon- 
strations and that’s helped us meve 
color TV,” Spadoni added. 


“Seventy percent of the color sets 
we’ve had out on our 14-day home 
demo trial, were sold,” remarked 
Ray Gross, salesman for Brown- 
Carlson Appliances in Hobart, Ind. 
“And although we’ve increased our 
sales by 40% over 1960, we'll equal 
or better that by this time next 
year.” 

White goods sales were either fair 
or booming, dealers said, but all 
agreed that the margin of profit 
keeps going down. “Back door’”’ sell- 
ing was flayed during interviews by 
some dealers who preferred to re- 
main anonymous. In those areas 
where it is a problem, they agreed 
that manufacturers should get on 
the ball and “do something about 
it” because “it’s hurting retailers.” 


MERCHANDISING 


SUPPLEMENT 


NEW PRODUCTS— 
NEW SALES 


THIS SECTION CAN BE 
ECONOMICALLY USED FOR: 


MORE SALES— 
MORE PROFITS 


A special classification for manu- 
facturers desiring advertising in 
space smaller than the minimum 
run-of-book display space. The 
space available in this section is 
| to 6 inches. 


REACH ALL BUYING INFLUENCES 
RATES—————ON REQUEST 


LIFSCHULTZ 


FASTEST 10 BOTH COASTS 


Over 62 years of de- 
pendable ON-TIME 
‘Freight Forwarding 
Service. 
We welcome your 
inquiry. 








QUALITY SELLS 
Maal = YOU TOO! 


e the Flawless Sounds of V-M Stereo Music! 
e the Beautiful Sight of V-M Genuine Wood finishes! 


ertilied (iy ality You sell two ways with these ‘Certified’ Quality Consoles by V-M. 
| Here’s quality sound AND quality furniture -ALL IN ONE! You 
p erlormane ‘( introduce customers to the double value of a precision stereo 


instrument and a dramatic piece of fine furniture...double your 


P| IIS Cert ified sales punch by offering them both, sight and sound, in one unit! 


MVC Poa ntiful to Hear. 
CUCU Lovely to Look AL... 
V-M Gives You BOTH 


For Easier Selling, 
Greater Profits 








Luxurious Walnut finished Cabinetry 
Ty T Py constructed of lifetime Genuine V-M MODEL 818 
; i} l a Hardwoods e Styled with a Contem- 


rm | porary flair e V-M Deluxe ‘Stere-O- 

ie | N U | | matic’*® 4-Speed Automatic Record 
+ Changer with Diamond Needle plays 

all records e Automatic Manual-Play 


Functione20 watts (peak) Power 


: Output e Complete $ 95* 
The maker of this article has Complement of 979 
used genuine American 


Walnut lumber in ail exposed Controls LIST 
solid parts, and Wainut 
face veneers on the 
plywood surfaces. 


American Wainut inetry with styling influenced by 
Manufacturers’ Association « Chicago Danish Contemporary e V-M Deluxe 
‘Stere-O-Matic’” 4-Speed Automatic 
Record Changer with Diamond Nee- 
dle plays all records e Automatic 
Manual-Play Function e« 40 Watts 


(peak) Power Output & 
e Complete Comple- 359” 
ment of Controls.. LIST 


*Slightly Higher West 


Genuine hand-rubbed Walnut Cab- b 


V-M MODEL 816 


Both of these distinguished V-M Consoles have provision for a V-M Accessory “‘drop-in’’ 
FM-AM Radio Tuner (converts to stereo), or a V-M Multi-Band AM Short Wave Radio Tuner. 


You Profit with the Manufacturer who Dares to say: “RELIABILITY IS OUR RESPONSIBILITY” 
Call Your V-M Distributor —Today! 


the oice of Music’ 


V-M CORPORATION « BENTON HARBOR, MICHIGAN « KNOWN FOR THE FINEST IN RECORD CHANGERS, PHONOGRAPHS AND TAPE RECORDERS 
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TAKING STOCK A quick look at the way in which the | A QUICK CHECK OF BUSINESS TRENDS 


stocks of 54 key firms within the industry behaved last week. This Latest |Preceding} Year HOW THEY 
summary is another exclusive service for readers of EM WEEK. Month Month Ago C@MPARE 


FACTORY SALES . 116 11 120 3.33% down 
| | | appliance-radio-TV index (May 1961 vs. 
Weekly (1957 = 100) May 1960) 

| RETAIL SALES 18.1 18.3 18.1 No change 


bs ato 
Averages of the 54 Stocks peiponhinc awe iy 9600 
Listed Below APPLIANCE-RADIO-TV 313 302 322 2.80% down 


STORE SAtCES (June 1961 vs. 
($ millions) june 1960) 


CONSUMER DEBT + + 272 270 21 6.53% down 
owed to appliance-radio-TV (June 1961 vs. 
dealers ($ millions) June 1960) 


FAILURES 40 No change 


of appliance-radio-TV dealers (July 1961 vs. 
July 1960) 


HOUSING STARTS 9.57% down 


(thousands) (July 1941 vs, 
July 1960) 


AUTO OUTPUT 75.97% up 
(thousands) 
























































PERSONAL CONSUMPTION 6.81% down 
24 EXPENDITURES (1st qtr. 1961 
DEC JAN FEB MAR APR MAY MAY MAY MAY MAY JUNE JUNE JUNE JUNE JULY JULY JULY JULY JULY AUG AUG AUG AUG SEPT for furniture-household vs, Ist qtr. 1960) 


Lehet. oe ae a Bags. eee ee ea ke equipment ($ billions) 


DISPOSABLE INCOME 361.74] 354.34]  352.7+] 2.55% down 
Stocks and Dividends 1961 Close | Close Net annual rate ($ billions) (2nd qtr. 1961 


In Dollars High ug. 28) Sept. © | Change vs. 2nd gtr. 1960) 
NEW YORK EXCHANGE CONSUMER SAVINGS 25.7+ 23.7+ 22.8+] 12.72% 7 
Admiral 15g 13Yo | 13% annual rate (3 billions) Bh Ay 1960) 
American Motors 1.20 21%, 19'/2 183, ¥, 
Arvin Ind. 1 28!/, 25'/2 25%, EMPLOYMENT 68,499 68,706 68,689 0.28% down 


Borg Warner 2 4356 42\/2 43 (thousands) (July 1961 vs. 
Carrier 1.60 49 38/4 40\/, July 1950) 
CBS 1.40B 424 35% *New index being used. Federal Reserve Bulletin (seasonally adjusted). 
Chrysler 1A 54 50%, Figures are for week ending September 2, 1961, and preceding week (revised). 
Decca Records 1.20 47'/2 | 35! +Figures are for quarters. _ 

Emerson Electric 1BXD 87!/, 79 +-+Federa!l Reserve Bulletin figures (revised). 

Emerson Radio .37T 16%, 13% 


General Dy. 1 ‘shh hy a quick cueck or INDUSTRY TRENDS 


| Elec. 2 74 | 68 ‘ ? ‘ ; 
ate Motors 2 491/> | =" An _ up-to-the-minute tabulation of estimated industry shipments 


i Tel & El .76 32! ti s of 15 key products. New figures in bold-face type. 
Hoffman Elec. 8 
) 1961 1960 % 
avert a : 14, (Units) | (Units) | Change 
M 2A 56! 53! 
ebreéEateon 1.40 pith “4 AIR CONDITIONERS, Room........ July 76,500 117,900 —35.11 
an eee se 87% 757% 7 Months | 1,276,300 | 1,277,800 | —00.12 
ae ae 29/2 | DISHWASHERS July 41,800} 33,800 | +23.67 
Motor Wheel 1 20V/, 14!/, | 7 Months 330,500 309,200 > 6.89 
Motorola 1 100 92/4 DRYERS, Clothes, Electric....... July 42,639 50,264 —15.17 
Murray Corp. 305 28 7 Months 320,109 363,592 —11.96 
Norris-Thermador 34% 22% Gas .......::: July 22,284 22,316 —00.14 
ica te ee? oe | 7 Months 160,824 | 192585 | —16.50 
Raytheon 2.37T 44/5 40% FOOD WASTE DISPOSERS......... July au = — 
Rheem 23'/, 16l, | 7 Months ; 35,9 + 3. 
Ronson .60 23% 21V/ | FREEZERS July 105,900 | 94.100] 412.54 
= ef 2244 Y. 7 Months 598,200 | 647,300 | + — 7.59 
Siegler Corp. .40B ig wait PHONOGRAPH SHIPMENTS .... io 258,703 | 267.700 | — 3.36 
Singer i 108 6 Months 1,498,050 | 1,806,871 —17.10 
Smith A. O. 1.60A 37% 31%, ¥, RADIO PRODUCTION ..| Week August 25 287,094 191,421 +49.99 
oo; — 55% 55/4 (excludes auto) 34 Weeks 6,802,638 | 6,471,324] + 5.12 
Westinghouse 1.20 Pi ay RADIO RETAIL SALES............] June 940,346} 702889 | +3378 
Whirlpool 1.40 343 291 | 6 Mos. 4,390,180 | 3,878,358 +13.20 
Zenith 1.60A ait Be TELEVISION PRODUCTION .........| Week August 25} 139,342 | 128,223 + 8.67 
| 34 Weeks 3,695,762 | 3,694,184 +00.04 
a 10% | 8% | TELEVISION RETAIL SALES June 487,264 371,661 +31.10 
lronrite .25T 8!/, | 6% 6 Months 2,639,184 | 2,657,527 —00.69 
Lynch Corp. 87T 12% | 10% REFRIGERATORS ............. July 304.700 | 297.400 | + 2.45 
tat Dekhe, .iab B ee | 7 Months | 1,991,000 | 2,111,100 | — 5.69 
Nat. Un. Elec. (Eureka) Me | RANGES, Electric, Standard ] a Poe B i i‘ - 
Pent 8 | | ' ’ —= 
Proctor Silex al) | | Built-in July 48,400 | 44,800 | | + 8.04 
Republic Trans. 9 | 6% | 7 Months 403,000 391,400 + 2.96 
— Ma fas 8Ye | RANGES, Gas, Standard... June 131,900 | 127,600] + 3.40 
MIDWEST EXCHANGE | | 6 Mos. 686,900 | 762,900 |} —10.00 
Knapp-Monarch ~ 6% 6% | —_ Built-in June 37,300 38,900 4.10 
— = 2. We 6 Mos. 170,200 | 173,100 1.70 
A—Also extra or extras. B—Annual rate plus stock dividend. E—Paid last year. F—Payable in stock during VACUUM CLEANERS : July 213,932 223,008 4.07 
wee end “eo a eee Kot ae date. T—Payable in stock during 1960, estimated 7 Months 1,812,248 1,905,476 4.89 
yen tn. Ape nomaenson St WASHERS, Automatic & Semi-Auto july 182,405 | 174,608 4.47 
ANALYSIS: The &M WEEK chart Wall Street picture. Investors, al- ; ; 7 Months ag oor 1.63 
gained 5% pt. last week and con- ready cautious over the Brazilian Wringer & Spinner July ml Prag 
tinued to reflect the general business and Berlin problems, viewed the lat- 7 Months 3 rr 9.974 
upswing in the nation’s economy. est Soviet nuclear tests as a good WASHER-DRYER COMBINATIONS July Raper 98 '840 
Steel production hit 70% of capacity reason to go light for a while, at 7 Months 59.400 59 4600 
and department store sales were up least. Trading mirrored this feeling: WATER HEATERS, July 433.600 435300 
6% over last year. Yet despite this It fell off over 2 million shares from Electric (Storage) 7 Months ' ’ 
favorable business condition on the the previous week. Most experts, WATER HEATERS, Gas (Storage) July 177,100 254,100 
domestic scene, international devel- however, predict a market boom in 7 Months 1,542,700 | 1,609,400 
opments continue to dampen _ the the coming months. Sources: NEMA, AHLMA, VCMA, EIA, GAMA. 
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New Norge washers 
eliminate the cause 
of 1 out of every 3 


100% FRONT 
SERVICING! 


Every part in the backpanei 
assembly can be removed in 


y 24% minutes ...with a 
nn ine screwdriver. 























Gruelling hard-use tests prove it 


NORGE’'S REVOLUTIONARY DOUBLE-PIVOT 
MOTOR, IN TESTS EQUAL TO THREE YEARS’ 


<= mee 
te 
—. HOME USE, ELIMINATED ENTIRELY 


we N 
pose rma ANY FAILURE IN THE MOTOR-BELT-PUMP 


Using only a common knife 


blade, the hinged cabinet top ; ASSEMBL : le RESULT: 


lifts in seconds... puts 11 
service points at your 


Se” SERVICE CALLS. CUT 332! 


and for still greater savings... 


New 100% front-servicing cuts 
service time 33%! 


With only a common screwdriver and a regular 

— = knife blade as tools, you can get at any service 
100% FRONT — job in seconds...on every 1962 Norge Automatic 
SERVICING! Washer. Every service point is easily accessible 


ques tae toga, gros . from the front. Dealers gain big savings for in- 


access to all other operating wy warranty service. Customers gain big savings for 
parts ...including the ” a 


entire transmission. cohen any out-of-warranty service. 


and for still more savings... Wa 
BIG | NEW HIGH-SPEED TROUBLESHOOTER ¥ 
SAVINGS | | Jos CUTS DIAGNOSIS TIME IN HALF! 


FOR 


DEALERS | 
...for in-warranty 
service! 


BIG SAVINGS FOR CUSTOMERS 
...for out-of-warranty service! 


WORLD’S FIRST 
SERVICE-SIMPLE 
AUTOMATIC WASHERS 
VE 


NORGE SALES CORP., SUBSIDIARY OF BORG-WARNER CORPORATION, MERCHANDISE MART PLAZA, CHICAGO 54 
In Canada: MOFFATS, LTD., WESTON, ONTARIO - Export Sales: BORG-WARNER INTERNATIONAL, CHICAGO 3 


40 ELECTRICAL MERCHANDISING WEEK 

















New Norge Electronic Service 
Analyzer pinpoints trouble spots 
instantly. Ends costly part- 
changing. Lightweight for 

easy carrying. Simply plugs 

in to the washer circuits 

for speedy diagnosis. 


e@eeeeeeeeeeeeeeeees 





BORG WARNER 






































